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EXCLUSIVE: a portfolio of award-winning industrial ads 
29 stories of national award-winners, how they did it 
Copy Chasers praise most winners, lambaste a few 

New tax law to spur capital investment .. IM survey 
The client, God bless him, knows ads that sell 


Export advertising a riddle? All foreign buyers same 

















The Engineering 
and Mining Journa 
Story 


Why E&MJ is the top publication covering 
the world-wide metal and nonmetaltic mining, 
milling, smelting and refining industry. 





LARGER EDITORIAL STAFF 

9 Full-time Editors -!- 18 Special E&MJ Correspondents -|- 7 World News Offices 
in Foreign Cities +- 70 World News Correspondents add up to assurance to 
E&MJ readers, everywhere, that each issue is an authoritative report on 
world-wide mining events. Make them want to read E&MUJ. 


PROVED PREFERRED READERSHIP 

No other mining publication has ever topped E&MJ in a readership survey. 
E&MJ has had more “first choice” and ‘‘most useful” votes by 

mining men than the next three publications combined in readership surveys 
conducted by manufacturers over their own customer and prospect lists. 


MORE ADVERTISING VOLUME 

No other mining publication carries as many pages of display advertising. 

As a matter of record, E&MJ carries — year after year —more advertising than 
the next three publications combined. 


MORE PAID CIRCULATION 

No other mining publication has as much paid circulation in 

the world-wide metal and nonmetallic mining, milling, smelting and 
refining industry. No other publication in the field has as many all-paid 
foreign subscribers or as many all-paid domestic subscribers. 


ADVERTISER SERVICES 

ENGINEERING AND MINING JOURNAL MONTHLY NEWSLETTER — Monthly report 
on news and developments in metal and nonmetallic industry for makers 
and sellers of mining machinery, equipment and supplies, their salesmen 
and field representatives. 


DrireEcTorY OF MANUFACTURERS’ AGENTS, DISTRIBUTORS AND SUPPLY HOUSES 
SERVING METAL AND NoMETALLIC Mines — 1954 Edition. 


ENGINEERING AND. 
MINING JOURNAL 


A McGraw-lii!] Publication, 330 West 42ad Street, Now York 36, N.Y. 











If your product descriptive 


advertising is in T.R. 
it reaches the American 
Industrial Purchasing Power 
at the vital moment 
when purchase is 
first contemplated 


T.R. fills what would otherwise be a seri- | only complete picture of all sources of sup- 
ous void in any industrial advertising ply. Try to imagine a buying man looking 
program...at the moment of advertising elsewhere when he has paid the substantial 
contact with the buyer when no other ad- _ price for T.R. and its encyclopedic source- 
vertising is in evidence. The vast T. R. of-supply direction. A T. R. representative 


clientele habitually refer to T.R. for the can give you the facts, fast. 


10,801 current T.R. Advertisers have already proven the facts 


= © THOMIS @ 
= REGISTER 


96% PAID CIRCULATION 





Thomas Publishing Company 
461 Eighth Avenue, New York 1 
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and more manufacturers selling these markets 
use |. H. than any other publication! 


Reach over 17,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations .. . 
100° coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces .. . Forging Furnaces 
Melting Furnaces ... . Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... » Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment .. . Spray Booths... Kilns 
Induction Heating . Burners . Pyrometers 

Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories ........ Fans 
Exhausters . . . Blowers . . . Boosters 
Carburizing Boxes Melting Pots 
Salt Baths Immersion Heaters 
Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 





INDUSTRIAL HEATING 


1400 UNION TRUST BLDG., PITTSBURGH 19, PA. 
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* in its first 


20 months. 


CAN SELL THIS “GROWTH INDUSTRY” — 
THE MULTI-BILLION DOLLAR 


APPLIANCE MARKET! 


135 leading advertising agencies have already placed 
780 pages of advertising in APPLIANCE MANUFACTURER 
for these suppliers to the 1,446 plants producing 
increasing millions of appliances. 


Abbott Screw & Bolt Co. 
Acushnet Process Co 
Aircraft-Marine Products, Inc 
Airtherm Mfg. Co 

Alden Products Co. 

Allis Seal Corp 

Alimeta! Screw Products Co 
Aluminum Goods Mfg. Co 
American Emblem Co 
American Lava Corp 
American General Thermostat 


orp 
American Name Plate & Mfg. Co 
American Nickeloid Co 
A-P Controls Corp 
Amos Molded Plastics 
Appliancé Engineering Co 
Ark-Les Switch Corp 
Artos Engineering Co 
Ashdee Electro-Static Painting 
Systems 
Atlas Plywood Corp 
Automatic Nut Co., Inc 
Auto Vac Co 
Bead Chain Mfg. Co 
Brevel Products Corp. 
Bristol Motor Div. of 
Vocaline Co. 
Buody Tubing Co 
Camcar Screw & Mfg. Co 
Central Screw Co 
W. M. Chace Co 
Chicago Car Seal Co 
Cincinnati Cleaning & 
Finishing Co 
Cincinnati Shaper Co 
Coating Products Co 
Cold Metal Products Co 
Conn. Telephone & Electric Co 
Convoy, Inc 
Cooper Tire & Rubber Co 
Corning Glass Works 
Crane Packing Co. 
Curtis Development & Mfg. Co 
Cuyahoga Spring Co. 
The Cyril Bath Co. 
Dano Electric Co. 
Detrex Corp 
Detroit Controls Corp 
Dialight Company of America 
Diamond Wire & Cable Co 
Dimco-Gray Co 
Doehler Jarvis Div 
National Lead Co. 
Dolan Stee! Co 
Dow Corning Corp. 
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Drake Mfg. Co. 

Dreis & Krump Mfg. Co. 

E. 1. Du Pont De Nemours & Co 

Eaton Mfg. Co 

Elco Tool & Screw Corp. 

Electric Auto-Lite Co 

Essex Wire Corp 

John Evan's Sons, Inc 

Fairmont Aluminum Co 

E. W. Ferry Screw Products, Inc 

Fostoria Pressed Steei Corp 

Fulton Glass Co 

Robert Gair Co., Inc 

Gaylord Container Corp 

Gear Specialties, Inc 

General American 
Transportation Corp 

General Controls Co 

General Electric Co 

The General Tire & Rubber Co 

The Geometric Stamping Co 

Geuder, Paeschke & Frey Co 

The Glidden Co 

Goodren Products, Inc 

Gries Reproducer Corp 

Grigoleit Co 

Grip Nut Co 

Gustin Bacon Mfg. Co 

Hart Mfg. Co 

Harvey Aluminum Co 

John Hassall, Inc 

Heyman Mfg. Co 

The Hinde & Dauch Paper Co 

Hoerner Corp 

Howard Industries, Inc 

Indiana Metal Products Corp 

Industrial Filtration Co. 

inland Steel Co 

international Nickel Co. 

International Paper Co. 

International Resistance Co 

International Staple & Machine 


0 
Jarecki Machine & Tool Service 
Cc 


0 

Johnson Rubber Co. 

The Kantha Corp 

Kasson Die & Motor Corp. 

Kerns Co 

Kiem Chemicals, Inc 

Lamson & Sessions Co 

The Lancaster Lens Co. 

The Lau Blower Co. 

Lepel High Frequency 
Laboratory, inc 

Litemetal Diecast, Inc. 
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Loral Electronics Corp 

Lord Mfg. Co. 
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Micro-Switch Co 

Midwest ony Mfg. Co 
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Motoresearch Co 

National Die Casting Co. 

Stamping Tool Div. 
National Lead Co. 

National Lock Co. 

National Screw & Mfg. Co. 

New England Mica Co 

North Shore Nameplate Inc 
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Parker-Kalon Div. General 

American Transportation Corp. 

Patent Button Co. 

Pawling Rubber Co. 

Peerless Wire Goods Co 

Penn Brass 

Pennsylvania Salt Mfg. Co. 

Peters-Dalton, Inc. 

Phalo Plastics Corp. 

Phoenix Electric Mfg. Co. 

Pheoll Mfg. Co 

Pivot Punch & Die Corp. 

Plastic Research Products 

Positive Safety Mfg. Co. 

Precision Castings Co., Inc 

Proctor Electric Co. 

Pyramid Mouldings, Inc. 

Quadriga Mfg. Co 

Ransburg Electro-Coating Corp 

Rathborne, Hair & Ridgeway 
Box Co 

Reynolds Metals Co. 

M. H. Rhodes Co 

Rigidized Metals Corp. 

Riverside Mfg. Co. 

Robertshaw-Fulton Controls Co. 

Rogan Brothers 

Roll Formed Products Co. 

Rupert Diecasting Co. 

Russell, Burdsall, Ward Bolt 

Nut Co. 


Rynel Corp. 
Scientific Electric Co. 
Edward Segal Co. 
Sel-Rex Precious Metals, Inc. 
Sessions Clock Co. 
Set Screw & Mfg. Co. 
Shakeproof Division 
IHinots Tool Works 
Shell Chemical Corp. 
The Sherwin-Williams Co. 
Signode Steel Strapping Co. 
Simmons Fastener Corp. 
Sinko Mfg. & Tool Co. 
Soreng Mfg. Corp. 
Southern Screw Co. 
The Spra-Con Co. 
Standard Pressed Steel Co. 
Standard Stamping & 
Perforating Co. 
Sterling Bolt Co. 
Stevens Mfg. Co., Inc. 
Still-Man Co. 
Stone Container Corp. 
Sun Rubber Co. 
Tecumseh Products Co. 
Thatcher Glass Mfg. Co., Inc. 
Therm-0-Disc, Inc. 
Thompson Products, Inc. 
Tinnerman Products, Inc. 
Titan Metal Mfg. Co. 
E. H. Titchener & Co. 
Tomic Sales & Engineering Co. 
Torrington Mfg. Co. 
Triplex Screw Co. 
Tube Form, Inc. 
Tuttle & Kift, Inc. 
Unimax Switch 
Union Steel Products Co. 
United Screw & Bolt Corp. 
United-Carr Fastener Corp. 
United Mfg. & Service Co. 
U. S. Rubber Co. 
U.S.S = Bumper Co. 
The Vollrath Co. 
Wall Colmonoy Corp. 
Waltham Screw Co. 
West Coast Electrical Mfg. Co 
Westinghouse Electric Corp. 
Weyerhaeuser Sales Co. 
Whitney Blake Co. 
The Wilcolator Co. 
Wisconsin Porcelain Co. 
Yardley Plastics Co. 
Yoder Co. 
Z. & W. Machine Products, Inc. 








THE 
ONE 
PUBLICATION 
REACHING 
ALL 3 
FUNCTIONAL LEVELS 
OF THE © 
APPLIANCE MANUFACTURING 
INIBIG HEPA 
» AND 
! NO@R@l Teo 
' PUBLICATION 
REACHES 
EVEN 
AS MUCH AS 
20% OF APPLIANCE MANUFACTURER'S 
AUDIENCE. 
ho Hees 





Use this blueprint to evaluate the effectiveness of YOUR advertising program 


in reaching this entire billion-dollar market! You owe it to yourself to see this 


blueprint—write today. 
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“Why,” the sales manager said, “do we 


concentrate so much of our advertising 


in Product Engineering?” 


This same question and answer undoubtedly find their place in conversations 

between hundreds of sales and advertising executives. 

For over 850 sales managers, whose products are now advertised in Product Engineering, 
the question is a natural one ... and the answer a very sound reason for Product 
Engineering’s wide leadership as an advertising medium to design engineers. 


In just four years, Product Engineering’s all-paid circulation has grown by 55%.* 
And in contrast to the free distribution of all other design magazines, 

this paid circulation is the kind that grows only from the self-generated, 

insistent demand of design engineers for the help which Product Engineering alone 
can bring them. These basic buyers of industry, these Product Engineering subscribers, 
have read Product Engineering ... liked what they read ... evaluated the worth 

of this magazine to them... and then put their money on the line to have it. 


*Product Engineering’s all-paid circulation with the June 1954 issue was 28,071, (subject to ABC audit) 





And if, by chance, you should be asked what it costs to put the unmatched power 

of this magazine behind your products, with all the exclusive proof of readership 
it alone can give you, the surprising answer is: 

“Product Engineering’s cost-per-thousand is the lowest in its field.” 


This matter of offering the most value for the least money is perhaps the clincher 

to Product Engineering’s dominant advertising position 

in the $28-billion Original Equipment Market. In the past 12 months, advertisers 
put over 1,000 more pages in Product Engineering than in any other design magazine. 
And if you want more original equipment business at less cost, 

you'll be value-wise, indeed, to put Product Engineering first on your schedules. 


“Because,” the advertising manager said, “it's 


the only magazine in the design field that can 


demonstrate this kind of ever-growing 


acceptance among design engineers.’ 


THE MEN WHO DESIGN 
AMERICA'S NEW PRODUCTS 
READ Product Engineering 


@@ 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 
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Straight 
to 
the 
point! 


No 
double 
talk, 
no 
double 
cost! 


Only CHEMICAL 
ENGINEERING 
PROGRESS 


predominantly 
reaches and sells 
Chemical Engineers. 





Chemical ~ 
Engineering 
® Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 W. 45th St., New York 36, N. Y. 
Remember... 
the engineer is educated 
to specify and buy! 
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tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Free reps of restrictions, but 
not for wrong reasons: Helling 


® TO THE EDITOR . . I have just read 
with considerable interest and some 
Fred 
Dunne, relative to restricting sales- 
men’s calls (IM, Aug., p. 71). I am 
sure that Mr. Dunne is a sincere 
young man and was in this partic- 
ular instance highly enthusiastic 
about his subject. I believe that he 
was, in fact, carried away by this 


amusement the story’ by 


enthusiasm as he prepared this ar- 
ticle for the readers of INDUSTRIAL 
MARKETING. It’s well written, but it 
strikes me as being more interesting 
than logical. Frankly, it seems to 
me that his reasons for recommend- 
ing that space salesmen be encour- 
aged to call are just a bit unusual. 
The services to which Mr. Dunne 
refers as having been rendered his 
good company by publishers’ repre- 
sentatives are certainly not, in my 
opinion, the important 
which are normally 
these people. We don’t restrict sales- 
men’s calls here, but that is cer- 
tainly no indictment of people who 
do. They may have good reasons. 
We try to treat all salesmen, pub- 
lishers’ representatives included, in 
a manner in which we hope that 
our representatives in the field will 
be treated. However, the publishers’ 
representative, like any other ex- 
perienced vendor, should come into 
the office, tell his story, and get out. 
He has an important job to do 
for his employer, and that job is 
selling space. He is not expected to 
double as an expediter, a private 
investigator, a carrier of business 
gossip, or an employment counselor. 
To put it plainly, the idea of so- 
liciting the advice of a publishers’ 
representative in helping to fill an 


services 
expected of 


executive position is just a little 
unusual, I would think. Also, I am 
reasonably certain that there would 
have been satisfactory ways to get 
any pertinent facts one might need 
about the Livonia fire other than 
via a space salesman going out of 
his way to do some investigating, 
especially since most every insur- 
ance company in New England had 
somebody on the spot collecting vol- 
umes of data. 

I believe that publishers’ repre- 
sentatives should do the one job 
for which they are best qualified 
and for which they are paid, and I 
don’t believe that any one of us 
should expect these men to put the 
vital information about their prod- 
uct into a package with the type of 
fringe benefits that Mr. Dunne 
seems to so much appreciate. 

I don’t intend any personal criti- 
cism in writing this letter, and I 
think Mr. Dunne is exactly right in 
recommending that the calls of these 
people who are so valuable in the 
operation of our businesses should 
not be restricted. At the same time, 
however, I feel very strongly that 
the reasons he has pointed out in 
supporting his stand on the subject 
are certainly not the best that he 
could have found. 

H. E. HELLING, JR. 

Manager, Advertising and 

Public Relations, Mathews 

Conveyor Co., Ellwood City, 

Pa. 


Kight criticizes IM method 
of covering NIAA ‘conflict’ 


® TO THE EDITOR . . I think that the 
July issue of INDUSTRIAL MARKETING 
Continued on page 12 











When you're thinking of Markets to Sell in 1955. ee 








BASIC to 
BASIC INDUSTRY 


The PIT AND QUARRY field pro- 
vides raw materials basic to 
America’s most basic industries 
—construction, iron and steel, 
chemicals, glass, ceramics, pe- 
troleum and several others. 


Write for 


this 16-page folder which 
gives you facts and figures 
on the products of the 

PIT AND QUARRY industry. 





7 
5 
f 


The Nonmetallic Minerals 








the PIT AND QUARRY field produces 
more tonnage than the rest of the 
mining field together 





Products of the 
PIT AND QUARRY Field 


Cement 
Crushed Stone 
Sand and Gravel 
NON-METALLIC Agricubveral Limestone 
MINERALS Lightweight Aggregates 
Ss me i Lime 
10,500 Gypsum 

150,000 150,000,000] - COAL PITS; “QUARRIES, MINES | Phosphate 

Es [ne rch see 850,000,000 <a 

METALS) TONS PER YEAR gas - = sf ae oe 

ie wes \ eA allied fields—concrete manufac- 
turing and ready-mix concrete. 














Largest handler of loose bulk materials, by a wide margin, the PIT AND QUARRY 
field is second only to skyrocketing oil and gas in rate of growth among all natural 
raw materials. Just two segments—sand and gravel, and crushed stone—produce 

a larger annual tonnage than all the metals and coal combined. 


This requires a tremendous investment for equipment—with few men, many 
machines the rule throughout PIT AND QUARRY. Continuous rugged usage, 
constant abrasion, heavy impact, and exposure to the elements create a wide-open, 
ever-active market for equipment and supplies. 


If you can help the PIT AND QUARRY operator run his plant with more efficiency 
and greater profit, tell him your story in the magazine that reaches and 
influences the men of decision . . . the magazine that for 15 consecutive years 
has carried the largest volume of advertising. 


PIT AND QUARRY 


431 South Dearborn St., Chicago 5, Ill. 


PIT & QUARRY HANDBOOK CONCRETE MANUFACTURER CONCRETE INDUSTRIES YEARBOOK 





Regular space rates afeply 


You pay no premium for the ‘‘plus'’ values 
offered by the January HP&AC. Space cost 
is the same as for any other issue — agency 
and cash discounts applying, of course. Most 
advertisers — there were 264 of them last 
January — use increased space in this Direc- 
tory Issue. They catalog their entire lines. You, 
too, will profit ky doing a COMPLETE job!: 
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CONSULTING ENGINEERS who design heat- 
ing, piping and air conditioning systems. 


ENGINEERS IN PLANTS AND OTHER LARGE 
BUILDINGS who control the heating, piping 
and air conditioning within their organizations. 


CONTRACTORS who purchase and _ install 
heating, piping and air conditioning products. 


MANUFACTURERS AND WHOLESALERS 
who make and distribute heating, piping and 
air conditioning products. 








HP « AC’s January Directory Issue 


Your product story har larcting rales power tn 


this accepted Buying Guide 


@ DIRECTORY SECTION 


Well over 1,000 different products 
used in industrial and large build- 
ing heating, piping and air condi- 
tioning will be listed alphabetically. 


SHOW SECTION 


The January 1955 issue will provide 
extra value with a thorough preview 


of the 12th International Heating, 


Go strong here . . . it’s your best, most economical 
means of selling the 18,000 KEY engineers and con- 
tractors who purchase-control the industrial and large 
building field. Cover-to-cover attention is assured by: 


REGULAR CONTENT 


Aside from the valuable Directory 
feature and impressive Show cover- 
age, the January HP&AC will carry 
normal editorial content. There will 


Names and addresses of all manu- 
facturers making these products will 
be indicated. Products advertised in 
this issue will be classified in a sep- 
arate section of the Directory together 


Ventilating and Air Conditioning Ex- 
position to be held in Philadelphia 
January 24-28. Subscribers will re- 
ceive this issue well in advance of 


the Show's opening. They'll find a 


be a full quota of timely articles plus 
the regularly appearing Journal of 
the American Society of Heating and 
Ventilating Engineers. Year after 
year, HP&AC, as the field-leading 


with the names of the firms adver- 
tising them. In addition, there will be 
a listing of all known trade names. 
This field-specialized Directory is the 
standard reference book used by 
your prospects and customers. 


listing of all 


tion—in_ short, 


exhibitors and their 
products, a handy guide to the many 
displays, complete program informa- 
material of interest 


to all whether attending or not. 


publication, consistently serves its ad- 
vertisers to measurable advantage. 
Now, for the 21st year, HP&AC again 
provides with the special January 
Issue an exceptional advertising 
opportunity. 


Capitalize ou this rich opportunity ar se many 


others de cach Yanuary 


Over 90% of Heating, Piping & Air Conditioning's sub- 
scribers (all paid — ABC) state they use the Directory 
Issue when specifying and purchasing — referring to 
it in many cases as often as every week. Little wonder 
so many advertisers use spreads, inserts, multiple 
pages in January! By taking adequate space to pre- 
sent complete product data, you too without question 
will reap substantial sales benefits in the months 
aheed. Reserve space now, or write today for 
further information. 


KEENEY PUBLISHING... 6N. Michigan, Chicago 


@ AIR CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminat 


CLEVELAND HEIGHTS: 3734 Woodridge Rd. 


LOS ANGELES: 672 S. LaFayette Park Place 
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Fruitful 


To cultivate more sales 
from the mining market, 
manufacturers of equipment 
and supplies concentrate 

on selling mining engineers — 
over 9,000 of whom 

Cluster monthly around 


MINING 


—Jalotial—\—jaiale 


For only $2,880 you can 
buy 12 black and white 
selling pages in 

Mining Engineering, and 
reach the men who 
control this vast industry, 
at a cost of less than 
32c per mining engineer 
for a whole year. 





Mining engineers 
i are educated to . 
: specify and buy! 


eee ea ee eee 


MINING 
engineering 


Dae Published by 

The American Institute of Mining 

° * and Metallurgical Engineers, Inc. 
eo -> [> 29 West 39th Street, / 

AN New York 18,N.Y. ‘Naby 


) 
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letters 


carries a very good report on the 
Montreal NIAA Conference, and I 
certainly agree that the bitterness 
which often crops up at NIAA con- 
ferences is just a good, healthy sign 
of individual thinking. 

On page 135 of your July issue, 
in the NIAA report, you mention a 
conflict which developed in 1951. A 
statement made there is inaccurate. 

You say: “As recently as 1951, 
the annual 
turned into turmoil when several 
chapters nominated their own can- 
didate from the floor and attempted 
to defeat the NIAA nominating 
committee’s slate of officers. That 
unorthodox move was beaten 
soundly by a vote of 184 to 43.” 

As a matter of fact, in 1951 there 
were two nominations from the 
floor. One was for Bob Joyce of 
Youngstown, as president. The oth- 
er was for W. B. Montague, then of 
Pittsburgh, as vice-president. Bob 
Joyce was defeated although I do 
not remember the exact vote. How- 
ever, Monty Montague was elected, 
have breaking the nominating 
committee’s slate. 

Those of us who were active for 
Joyce and Montague favored them 
because of their abilities, but in ad- 
dition, desired to break up the pre- 
cedent, which was becoming too 
strong as we saw it, of viewing 
nomination by the committee as 
tantamount to election. I believe 
that by electing Montague, thereby 
breaking the slate, we at least ac- 
complished that part of our pur- 
pose. I think that because that hap- 
pened in 1951, nomination and elec- 
tion from the floor would be easier 
to accomplish than it would be were 
such an action to be looked on as 
taboo. 

Yes, NIAA is a turbulent organ- 
ization, but it moves. 

W. HERBERT KIGHT 

Kight Advertising, Columbus. 
[The candidate referred to correct- 
ly in IM as nominated from the 
floor and defeated was, of course, 
the presidential candidate, Bob 
Joyce. The vote, as stated in the 
story, was 184 to 43. It is true that 
Mr. Montague was elected, but IM 
was discussing only the “big story” 

. the contest for president. . . Ed.] 


business session was 


Canada drive outpulls U. S. 

. . uses Canadian stamps 

@ TO THE EDITOR . . In your letters 
column (IM, July), Campbell Sab- 
iston, associate editor of Electrical 
Digest, writes that “we will love 
the first publicity worker who is 
smart enough to invest in some 
Canadian stamps.” 

I don’t claim to be the first, but 
in sending out a questionnaire re- 
cently, I made sure that a stamped, 
addressed envelope was_ enclosed 
with each. For the Canadians, that 
meant writing to the Canadian post 
office and buying a supply of Cana- 
dian stamps. It delayed our mailing 
a few days, but apparently the 
courtesy was appreciated, because 
the percentage of returns from Can- 
ada was even higher than from the 
United States. 

CHARLES A. WRIGHT 

Account Executive, Ketchum, 

MacLeod & Grove, Pittsburgh. 


Republic gets requests for its 
booklet merchandising the ads 
® TO THE EDITOR . . You will be in- 
terested to know that we have been 
receiving quite a number of re- 
quests for our booklet, “Advertising 
at Work,” as a result of the article 
on it in your June issue (IM, June, 
p. 64). 
CHESTER W. RUTH 
Director of Advertising, Re- 
public Steel Corp., Cleveland. 


Who’s first on tool-lease? 

® TO THE EDITOR. . Recently in your 
“Letters to the Editor” column (IM, 
July), there was quite a discussion 
on the origin of leasing machine 
tools. 

Our client, the Edward Blake Co. 
of West Newton, Mass., has some in- 
formation on this subject which he 
thought might be of interest to you. 
Mr. Blake, the president, states that 
his company had a lease plan on 
their Flute Grinder which was 
started in 1947, and that a grinder 
was actually leased in that year. 
This seems to be a little ahead of 
the dates cited in your letters. Ref- 
erence to the Blake leasing of ma- 
chine tools was made in a short 
article that appeared in the Amer- 
ican Machinist in 1947. 

OSMOND T. BAXTER 

Account Executive, George T. 

Metcalf Co., Providence, R. I. # 





The Ability to Ask the Right Questions! 


THERE was a famous Greek Philosopher. His name was Aristotle and 
among the other things he said was this: “It is much more difficult to 
frame a question than to get the answer.” He probably said it quietly one 
morning to Mrs. Aristotle. 


To frame a pertinent question, something about the subject has to be 
known. Pertinent questions that lead to usable answers come only with 
experience. 

The staff of Russell T. Gray, Inc., knows how to ask the right questions. 
Here is a measure of ability that saves time. It is a measure of experience 
that could come only through years of devoting our entire efforts toward 
the selling of products to Industry. It is a measure of the understanding 
of the sales problems that face the machinery manufacturer, the chemist, 
the contractor, the engineer —the problems of all of those people who 
must move their goods and services into industrial channels. The right 
questions lead into channels of the imagination and develop ideas. An 
outfit that can’t ask the right questions doesn’t know its job! 

Russell T. Gray, Inc., brings you a different approach to the agency and 
account relationship. Here you will find an organization that has proved its 
ability on some of the country’s leading industrial accounts — an organiza- 
tion that is large enough to provide a fully rounded out, comprehensive 
service, yet small enough to assure the personal interest of its executives. 
If you have an advertising problem we would like to tell you more 
about ourselves. 


RUSSELL T. GRAY, INC. 











205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 
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If you want to sell more to metalworking production 
these familiar words 

will help you find your most 

productive advertising medium 





put the power of Metalworking’s gr sales builder.... 


f 
f 





@ @ 
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everybody is a friend to nobody 


In the huge and diverse Metalworking Industry, it is just as logical that 
a magazine which tries to serve everybody’s interests will serve no one’s 
very well. Far better, as the wise author of an age-old proverb would surely 
agree, to concentrate on reaching fully, and serving completely, one im- 
portant functional group in this $95-billion industry. 


This is what American Machinist does, with results that surely prove the 
wisdom of such a course. This magazine concentrates all of its useful, 
searching pages on helping metalworking production to do a better job... 
and in doing so attracts the largest, most influential subscriber audience 
in the history of metalworking magazines: over 34,000 production-respon- 
sible engineers and executives who buy this magazine for the facts and 
help nowhere else available to them. 


You’d hardly expect the results, advertising-wise, to be any different than 
they are. Over 950 manufacturers of products used and bought by metal- 
working production concentrate far more advertising pages, and far more 
advertising dollars, in American Machinist than in any other metalworking 
publication. And if you want the decisive voice of Metalworking’s most 
important buying group behind your products, there really isn’t any ques- 
tion where your advertising will best find the thoughtful, friendly attention 
of this industry’s production leaders. You’ll find it in American Machinist 
. .. and once you’ve experienced this magazine’s ability to reach and in- 
fluence metalworking production, you’ll always want it in the No. 1 place 
on your advertising schedule. 


American / : 
Machinist #  . 


Aaa 
io? 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND ASSOCIATED BUSINESS PUBLICATIONS 
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in the power equipment market 


the days of buying 
“SPACE” are ending... 


time to Watch 
your 


WASTE LINE 


shree magazines 


thr 
= oe POWER market 


© 
\ 


A Com parativ 


INDUSTRY 


420 Main St. — 


€ 





Managements are scrutinizing advertising 
schedules more closely than ever with a 
view to eliminating waste. In many cases 
budgets are tightening up in the sense that 
every advertising dollar is expected to pull 
more weight. Media selection for 1955 is 
likely to be tougher, more hard-boiled in 
the examination of media values, than for 
many years past. 

“Time to Watch Your Waste Line” has 
been produced by INDUSTRY AND 
POWER to help buyers of power equip- 
ment market advertising to look below the 
surface and evaluate claims put forward 
by each of the three magazines serving 


this field. 


AVAILABLE NOW 


If you haven't already received 
and read “Time to Watch Your 
Waste Line,” write for your free 
copy today. 

In 16 pages this booklet makes a 
comparative analysis of the three 
magazines serving the power 
equipment market: INDUSTRY 
AND POWER, Power, and Power 
Engineering. 

It contains breakdowns on cover- 
age of the buying-authority mar- 
ket by copies and by plants, pene- 
tration, and the WASTE LINE of 
each magazine; comparisons of 
Verification results and methods; 
information on the significance of 
Renewal Percentage. Editorial pro- 
grams of the three magazines are 
compared in quantity and quality, 
with evidences of reader response. 


The breakdowns in the booklet show values available to advertisers in these 


three marketing groups: 


A—Advertisers marketing in the United States and requiring te reach 
readers with major equipment buying or specifying influence 


B—Advertisers marketing in the United States and requiring to reach 
subsidiary employees as well as the buying-authority group 


C—Advertisers marketing in foreign countries as well as the United 
States, and requiring to reach readers with major equipment buying 


or specifying influence 








the day of buying 
MARKET IMPACT is HERE! 


The comparative analysis in “Time to Watch Your Waste Line” gives facts and 
figures showing how INDUSTRY AND POWER offers power equipment advertisers: 


© Smallest WASTE LINE of any magazine in the field 
@ More buying-authority readers 


@ More readers in manufacturing plants where most of 
the power equipment market is 


Industry and @ More plant coverage in manufacturing plants 


ae ¥ re Power @ More plants with over 100 employees [less than 6% 
of plants covered by I&P have under 100) 


@ More market buying potential 

@ More Verification, and more thorough Verification 

@ More evidence of reader response to editorial 

@ More pulling power for tear-out commercial postcard 
inquiries 

@ Highest percentage of editorial to total pages published 


@ Highest percentage of original and exclusive feature 
editorial material 








INDUSTRY AND POWER is READ by MORE BUYING - AUTHORITY 
MEN in CHARGE of POWER and RELATED ENGINEERED PLANT 
FACILITIES than ANY other MAGAZINE 


Industry and Power 


Established 1920 


Published by Industry and Power Publications, 420 Main St., St. Joseph, Mich. 
Sales Offices: New York, Philadelphia, Cleveland, Chicago, Los Angeles 





when the 


scientists 
Study soil 
engineering 


... they unearth ideas for 
public works engineers 


Wii soil settle under a new highway 

. . or slump under the supports of 
a sewage plant? Important questions 
. .. for soil is the basis of all founda- 
tions. For the answers, scientists 
check elasticity, shearing resistance 
and other factors. PUBLIC WORKS 
reports these studies . . . and the new 
data flowing from the laboratory and 
the engineer's drafting board, to help 
on jobs from sewerage to street light- 
ing, water works to industrial waste 
and pest control. Engineers coast to 
coast keep up with the findings be- 
cause PUBLIC WORKS gives them 
facts they can use —fast. 


PW interprets current research so that 
engineers can apply the latest methods 
and ideas in their own cities, counties 
and states. No other magazine gives 
them such full and helpful reports. 
That is why PW is the magazine 
engineers use on the job. It’s also why 
advertisers find PW gets more busi- 
ness for every advertising dollar. 


more pull 


A road machinery manufac- 
turer* says: 

“Received more than 60 direct 
sales leads from PW .. . have 
been able to trace nine sales” 


*Name on request 
PUBLIC [Pm S 
<4 =| Public 


Most useful engineering 
magazine for cities 
counties and states 

310 East 45th St., 

New York 17, N.Y. 





EG} Goa 
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several 
are outlined in an article beginning 


from Washington 





Tax law passed, 


By Stanley E. Cohen 


® THE NEW TAX BILL is finally law, 
but the work isn’t over. At the In- 
ternal Revenue Service, the staff is 
working well into the night. For the 
new law wipes out the regulations 
and interpretations built up over a 
period of 20 years. Some 59 new 
regulations must be drafted to in- 
terpret the 900-page tax law to the 
public. 

Internal revenue commissioner 
Coleman Andrews has_ promised 
that Regulation 10, explaining the 
new liberalized depreciation bene- 
fits on plant and equipment, will 
get top priority. These depreciation 
allowances are basic to the ad- 
ministration’s plan for stimulating 
economic growth by creating con- 
which encourage private 
Under the law, 


ditions 


investment. new 


corporations are given a choice of 


depreciation plans which 
on page 65. Any of them permit re- 


capture of a large percentage of 
investment during the early life of 
plant and equipment. The result, 


the administration believes, will be 


substantial encouragement in indus- 


trial buying. 

Mr. Andrews suggests that tax- 
payers who have questions about 
the new law be patient. “Please 
don’t ask us for interpretations 
now,” he says. “Our staff is 
swamped with the job of writing 
new regulations. We'll be glad to 
consider individual problems after 
the regulations have been issued.” 


Expense Account Help .. The 
new tax law should be good news 
to many outside salesmen, who in- 
cur expense while selling in their 
home territories. Under the old law, 
there was a distinction in the tax 


treatment of salesmen who were 
employes, as against salesmen who 
were independent contractors. The 
difference was particularly apparent 
for salesmen who worked out of 
their own homes. The independent 
contractor took tax deductions for 
non-reimbursed costs. But the em- 
ployed salesman, who used his own 
car, was not permitted to take a 
deduction for non-reimbursed ex- 
pense. 

The new law eliminates the dis- 
tinction, and permits the employed 
salesmen to take deductions for any 
non-reimbursed expense. It holds, 
however that no one can claim a 
deduction for expense involved in 
driving to the office. That’s trans- 
portation to and from work, and is 
not deductible. 


Status Quo for Ad Costs . . While 
the new tax law revises many of 
the features of previous tax laws, 
there is no change in the status of 
advertising as a business expense. 
All “reasonable and necessary” ad- 
vertising expenditures will continue 
to be valid deductions for tax pur- 
poses. 

The administration is keeping a 
firm eye on the business barome- 
ters, and outwardly, at least, it is 
pleased with what it sees. At mid- 
year President Eisenhower issued 
a special statement pointing out that 
the recent decline in economic ac- 
tivity to a halt, with the 
Federal Reserve Index of industrial 
production stabilized at about 125 
(with 1947-49 as 100). He expressed 
a belief business is even better than 
the index suggests, since the pro- 
duction index deals only with min- 
ing and manufacturing, and does 
not reflect construction, transporta- 
tion, agriculture and service trades 
which have been doing rather well. 

Continued on page 22 
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Lumber & Building Material Dealers 


Big producers of ready-mixed con- 
ng 4 are a lucrative market for lift trucks 


crete, Lumber & Building Material 


Delors ee a content maka fr It takes a whale of a eee ee 
lot of equipment to 
move 8 billion dollars 
worth of lumber and 
building materials 


batching equipment. 
industry. 


Equipment like this is moving millions of 
feet of lumber, plywood, wallboard, roof- 


Stacking pallet racks stack up big ing...and millions of tons of cement, coal, The popularity of pre-cut, ponelized 


profits for manufacturers who sell : es hae tale f 
® 4 ped increase the great 
their production to the most mecha- sand, gravel and related materials for the Aiited ti wonibeaiaien, sai al 


nized dealer on the retail sales * 
ye readers of BSN. BUILDING SUPPLY NEWS created a bigger market for power 
scone; the Lumber & Svilding saws, planers and related equip- 


Material Dealer! reaches the dealers who do 88.2% of the 
total annual volume of building material 
sales— who need efficient equipment to 
keep their material handling cost down. 
Ask your BSN representative to tell you 
more about it. 


BSN is the Ist DEALER Merchandising 


Publication ; — iio 
BU ILDING bad Ready-mixed concrete must be 
WES delivered fast and on time, and 
S U Pp Pp LY N E w Y Lumber & Building Material Dealers 
are a big market for equipment 
5 South Wabash Ave. like this. 
Because no other retailer moves such ‘ - 


a volume of heavy materials, Lumber Chicago 3 
& Building Material Dealers and 

Wholesalers need a big volume of 

this kind of equipment. 


Work horse of the material yard, 
there’s a big demand for front-end 
loaders among Lumber -& Building 
An average of 4.76 trucks per BSN Material Dealers who all need ver- 
dealer-reader means a large new satile equipment. 
and replacement market each year 
for many different types of motor 
vehicles. 
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EVERYTHING IN CLOTHINGs 












SS BCAID Gab Ses A Cale AST She LLIN 











THE MAN IN THE 


ACE SUIT drives one of $11,329,000 worth of industrial trucks bought 


by food plants last year, gets power from one of $4,000,000 worth of new batteries, works 
in a space cooled by part of $46,000,000 worth of new refrigeration equipment. And he helps 
move 37% of the nation’s corrugated cartons (more than are used by the next 6 industries 
together). Gives you an idea of market size. And food plants buy almost everything. 


Talk about your jet-age industries! A frozen-food 
plant in California came up with a beaut recently 
(as reported in FOOD ENGINEERING). The lift- 
truck operators were getting an Antarctic ache 
from scooting around in the refrigerated rooms. 
Teeth a-chatter, ears blue, etc. So the sympathetic 
boss bought each man a surplus jet space suit. You 
zip ’er up, plug ’er into the lift-truck battery, ad- 
just the thermostat, and —you’re still an Eskimo, 
but no longer an Eskimo Pie. 


Yes, space suits. Food plants buy almost every- 
thing. Pipe and tube and paper towels. Refriger- 
ants and roofing. Your product, too, probably. For 
food plants are manufacturers. They buy what all 
manufacturers buy. They buy more than most — 
spending 20 billion dollars a year. (For a few 
multi-million-dollar trifles, see photos.) 


food’s ho! 


And, if your future markets are a question mark, 
consider this: People must eat. The population’s 
growing like never before. 


So the food industry must grow, and it always 
prospers. You can grow and prosper with it. Why 
not ask us to check our bulging files on expendi- 
tures for your product? Either we’re experts or 
our readers and advertisers are kidding us. Foop 
ENGINEERING has the most subscribers . . . wins 
every industry-wide readership poll... carries 
more advertising than any other industry-wide 
food-plant magazine. And many advertisers who 
want inquiries say FE pulls best. 


Check into the food industry. You’ll find a good, 
big market ... and a first-rate magazine to bring 
you the benefits of good advertising. 


... one of your 


hottest industrial markets 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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READ BY THE MEN WHO BUY THE PRODUCTS TO RUN THE PLANTS THAT FEED THE WORLD 
Plants producing Baked Goods * Beer, Wine © Milk, Milk Products * Meat, Fish, Poultry * Processed Fruits, Vegetables * Grain Products * Confections * Sugar * Soft Drinks © and all other Processed Foods 





Washington .. 


A Federal ‘Nudge’ . . Meanwhile, 
the government expects to give the 
economy something of a “nudge” in 
the next few months of placing con- 
tracts which might otherwise have 
been delayed until later in 1954, or 
early 1955. A new shipbuilding and 
ship repair program is getting 
underway, to head off shut-downs 
along the seacoast. Federal allot- 
ments for 1956 highway construc- 
tion have been rushed out to state 
officials in the hopes of speeding up 
the placing of highway construction 
contracts. 


Metal Allocation Goes On. . 
Amounts of steel, copper and alu- 
minum set aside under the Defense 
Materials System have been re- 
duced to a small fraction of the total 
supply, but officials say the allo- 
cation system will continue. Even 
though the quantities involved are 
small, they say, it is important to 
keep the allocation system operat- 
ing, as many months would be re- 
quired to reconstruct the system in 
the event of an emergency. 

The total allocation of aluminum 
in fourth quarter 1954 will be only 
14% of the available supply, down 
slightly from the third quarter. 
Copper allocations also are reduced, 
for the most part. The allocation of 
copper wire product is reduced 
from 13 to 8° and copper found- 
ry and unalloyed copper powder 
mill products from 13 to 7%. Un- 
alloyed brass mill plate, sheet, strip 
and rolls are increased from 7 to 9% 
and rod, bars, shapes and wire from 
7 to 12%. But alloyed plate, sheet, 
strip and rolls are down from 13 to 
8%; alloyed rod, bar, shapes and 
wire from 10 to 6% and alloyed 
seamless tube and pipe from 26 to 
17%. 


New Look in Statistics . . Stuart 
Rice, who is supposed to see that 
the government's statistical pro- 
grams are professionally sound, and 
make sense, steps down this De- 
cember as chief of Budget Bureau's 
Office of Statistical Standards after 
nearly 20 yeers. In and out of gov- 
ernment, there are some who feel 
the Office of Statistical Standards 
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has tolerated too much duplication 
in the work of the many govern- 
ment agencies that product statistic- 
al materials, and that this is one of 
the reasons Congress hesitates to 
go along on statistical proposals that 
carry presidential blessings. It is 
not an easy job, however, and there 
has been considerable progress in 
recent years. There is still, how- 
ever, no central master plan indi- 
cating what the government ought 
to be doing in the statistical field. 


World Trade Aid . . Commerce 
Department has a new booklet 
called “Channels for Trading 
Abroad” which has been written for 
business men who are entering the 
world trade field for the first time, 
or expanding their trade abroad. In 
24 pages it discusses the role of the 
export merchant, combination ex- 
port manager, export agent, export 
commission house, export trade as- 
sociation, large company and buyer 
for export. It contains a guide to 
lists of foreign importers, exporters, 
dealers and distributors, grouped by 
commodities and countries. (The 
booklet is 25c from the Superin- 
tendent of Documents, Washington, 
or from Commerce Department field 
offices.) 

Commerce Department also has a 
new list of “Foreign Government 
Purchasing Agencies,” which may 
be obtained for 10c from Sales & 
Distribution Div., U. S. Department 
of Commerce, Washington, D. C., or 
from field offices. 


Surplus for Sale . . Surplus prop- 
erty disposal has once again become 
big-time government business, now 
that fighting has stopped in Korea, 
and the Department of Commerce 
has moved in to help business men 
who want to know what is going 
on. Under an agreement involving 
Commerce Department, the De- 
partment of Defense and General 
Services Administration, informa- 
tion on proposed surplus property 
sales will be published five days a 
week in Commerce Department’s 
“Synopsis of Proposed Procurement, 
Sales and Contract Awards.” (Sub- 
scriptions are $7 a year.) Until now 
the “Synopsis” has dealt with pro- 
posed procurement and _ contract 
awards only. 5 


Sell Designers 


WHO CAN 
BUY 
WHAT YOU 
MAKE! 


THE 22,532 engineers and 
scientists who head up this 
nation’s 9,700 industrial lab- 
oratories are responsible for 
the design and development 
of new, better products and 
processes. 

As part of this responsibility 
of the design of their com- 
panies’ new products and 
processes, these men are 
charged with the responsibility 
and the authority to write the 
purchase specifications for the 
original equipment, compo- 
nents, materials and finishes 
to be utilized in the manu- 
facture of the new products 
and processes they have 
developed. 

These 22,532 scientists and 
engineers are the readers of 
INDUSTRIAL LABORATORIES, 
the only magazine edited ex- 
clusively for the key laboratory 
personnel who head up the 
research-development teams 
of American industry. 

You’re selling where sales 
start when you sell these men 
... you're selling designers 
who are buyers... and you 
get the production run orders 
which follow when they des- 
ignate what you make as 
a component in their new 
products. 


Write today for somple copy of 
INDUSTRIAL LABORATORIES and our 
folder “The Industrial Laboratory and 
How It Affects Your Sales.” 
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Ap NIES functions of research and development engineering in 
ral ld present day American industry. 
The key to this most inaccessible door in industry 


INDUSTRIAL LABORATORIES PUBLISHING COMPANY 


201 NORTH WELLS STREET ° CHICAGO 6, ILLINOIS ° Financial 6-1026 


September 1954 /2a 


i 


f% 


hiss a ie Ee 
Ses BO 0 te She 


“ 


t-€-Tiitiib Administrative Head oft < 2 
— peat eee Research and Development | 
: ae z, | of Bowser, Inc., Ft. Wayne, » 
Indiana, leading developer and manufac- 





‘So You Want 
to Do | 


Business 
in Canada’ 





This folder is yours for the asking, 
and it can be of help to you 

in opening new markets north of the 
border. It contains helpful sources 

for all the information about trading 
with Canada that you should have. 


We'd like to send you a copy, along 
with the new CIEN NIAA report. 
And remember ... . if there is any 
specific information which you re- 
quire about Canada... ask us. 
We'll do our best to get the facts 

for you .. . quickly! 


PCCABG 


enero “RRR 


CANADIAN 
INDUSTRIAL 
EQUIPMENT 
NEWS 


CIEN, with the largest coverage of 
the industrial equipment market, offers 
you the most economical means of 
developing sales in a country that is 
easy to trade with, easy to ship to, 
easy to talk to! A market that buys 
more from the United States than the 
entire continent of South America! 


| Head Office: Gardenvale, Que. 





Atlanta 
Birmingham, Mich. 
Boston 
Chicago 
Cleveland 
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A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Chemical processing, plastics 
see good times in 1954-55 


By John C. Vaaler, Chemical Processing; Walter J. Murphy, Chemical & Engineering 
News; Wallace F. Traendly, Chemical Engineering: Hiram McCann, Modern Plastics; 
Sam Lewis Veitch, Farm Chemicals, and V. Edward Borges, Plastic Industry 


and 
keys 


@® TECHNOLOGICAL ADVANCES 


rapid obsolescence are the 
to marketing opportunities in the 
chemical processing field. 

This important segment of U. S. 
industry accounts for one-sixth of 
the nation’s productive activity. It 
comprises the basic chemical and 
allied products segment, coke oven 
products, paint and varnish indus- 
try, paper and pulp, petroleum in- 
dustry, plastics, and rubber indus- 
try. 

The chemical and allied products 
phase of the industry is spending 
over $300,000,000 each year in re- 
search. This is indicative of the 
advances which will come. 

While plant expansion is not at 
the same high rate as in 1953, the 
industry nevertheless continues to 
spend large sums in new plants and 
expansion of present facilities. Pet- 
rochemicals continue to be an im- 
portant phase of the industry. 

Manufacturers of all 
equipment and materials will con- 
tinue to find selling opportunities. 
instrumentation 
and control are being expanded 
rapidly to achieve the ideal of com- 


types of 


Applications of 


plete “automation.” 

Material handling and packaging 
problems are ever present. The in- 
terest which some major chemical 
companies have shown in develop- 
ing consumer products opens up 
more avenues for packaging appli- 
cations. 

Fluid handling is an important 
phase of the industry. Applications 
for piping valves, fittings and sys- 
tems employed here are numerous. 

Corrosion is one of the big prob- 
lems in the industry. This presents 


opportunities to manufacturers of 
protective coating and corrosion re- 
sisting materials to stand up under 
the rugged conditions encountered. 

Anyone having an interest in the 
marketing opportunities existing in 
this field should have a copy of 
“The Facts Book of the Chemical 
Industry,” published by the Manu- 
facturing Chemists’ Association Inc., 
Woodward Building, 15th and H 
Street, N. W., Washington 5, D. C. 
It provides basic information about 
the industry, and one of the best 
we've seen. . . JOHN C. VAALER, edi- 
tor, Chemical Processing, Chicago. 


More Market Research . . This 
month (September) an event took 
place at the American Chemical So- 
ciety’s 126th National Meeting held 
in New York that has very special 
significance in the marketing field 
in the chemical industry. At this 
affair, jointly sponsored by the 
Commercial Chemical Development 
Assn., and the Chemical and Mar- 
keting Economics Div., of the 
American Chemical Society, the 
CCDA launched its book “Com- 
mercial Chemical Development” . . 
a book prepared by its members. It 
has been several years in the mak- 
ing. 

The real significance of this affair 
is the fact that the chemical in- 
dustry is placing greater emphasis 
on market research, market de- 
velopment, etc. For the most part, 
through the chemical 
industry has worried more about 
meeting the ever-expanding de- 
mands for chemicals than it has 
about merchandising surpluses. 

Turning to immediate trends, and 

Continued on page 26 
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STALKS EVERY INDUSTRIAL PLANT 
INAMERICA, ixcludéo YOURS! 


Today, more than ever, equipment is discarded 
before it is worn out. 

New and improved products set trends which 
modern engineers and operating men must under- 
stand to hold their jobs in the never ceasing battle 
against competition. 

The constant fear of being scooped by a com- 
petitor who has discovered better equipment 
whets the appetites of responsible men for the 
very latest product news and information. 

There is only one best source of this vital 


knowledge... one paper which clearly, accurately 
and completely reports all important develop- 
ments in industrial equipment. 

Industrial Equipment News seeks the oppor- 
tunity to prove to you by figures and examples 
that, both quantitatively and qualitatively, JEN 
is the one preferred source. 

This makes IEN a piece of marketing equip- 
ment so efficient as to be your best insurance 
against obsolescence in your advertising. 
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Details? 
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McGRAW-HILL DIGEST 
with two editions, now of- 
fers its advertisers selec- 
tive coverage of the world 
market areas. A total of 
30,000 readers in 60 
countries have come to 
depend on this source of 
information for use in 
their buying decisions. 


e LATIN AMERICAN 
EDITION — 


covering South America, 
Central America, and 


The West Indies. 


e OVERSEAS EDITION — 
serving Europe, Asia, 
Africa and Australasia. 


aks A McGRAW-HILL @: 


INTERNATIONAL PUBLICATION 








330 West 42nd St., New York 36, N. Y. 
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trends .. 


once again we call for a couple of 
clear plastic balls: over-all chemi- 
cal consumption will be somewhat 
greater in the last half of 1954 than 
the first six months. Prices will re- 
main fairly steady, despite the fact 
that in some commodities vast new 
production facilities are coming on 


begins on p. 24 


full steam. 

Total outlay for new plant facili- 
ties and modernization will be down 
from 1953, when, according to the 
June “Facts and Figures for the 
Process Industries” issue of In- 
dustrial and Engineering Chemistry, 
the total new capital construction 
exceeded $1.6 billion. I&EC in com- 
menting on the probable 1954 outlay 
estimated between $1.3 and $1.4 bil- 
lion, and ACS editors still believe 
this estimate a sound one. Some 
further decline in 1955 appears in- 
evitable, but all indications are that 
without considerable further ex- 
pansion, present production facili- 
ties will be hopelessly inadequate 
to take care of the demand in 1960. 

The employment picture for 
chemists and chemical engineers 
continues rosy, with starting sala- 
ries for the beginners up again 5% 
from June a year ago. When we see 
these salary ranges and the pages of 
display advertising of companies in 
C&EN and other publications for 
technical help, we can but conclude 
we were born 34 years too soon. 

The men who make the top de- 
cisions in the chemical industry are 
reasonably optimistic about the bal- 
ance of 1954. They look for further 
increases in sales in 1955, but admit 
selling will be more competitive. . . 
WALTER J. MURPHY, editor, Chemical 
& Engineering News, Washington, 
Bt. 


Old Products Find New Uses. . 
In spite of the settling down of gen- 
many areas, the 
process industries will 
apparently maintain their steady 
growth and expansion. This is due 
primarily to the “industry produc- 
ing” nature of these industries, a 
phenomenon that actually places no 
limit on process industry accom- 
plishments. New products become 
industries, and old products 
find new uses. 


eral business in 
chemical 


new 


An example of the latter can be 
seen clearly in titanium. Here was 
a metal discovered the year Wash- 
ington took office, 1789, but it re- 
mained an oddity as late as 1948. 
Suddenly when the aircraft industry 
demanded a light, strong, heat and 
corrosion resistant material for the 
new high speed jet airplanes, tita- 
nium was rediscovered. In 1949, 25 
tons were produced; in 1956, the 
government’s goal is 35,000 tons. 

As in any business there must be 
a consumer need and a demand to 
maintain a healthy economic bal- 
ance between the amount the com- 
pany spends on _ experimentation 
and on actual production. Our 
booming population is insurance 
that this demand will continue. 

The great power of atomic energy 
finally is becoming available to pri- 
vate industry, and with it comes 
hope for the future rather than fear. 
American companies are merging 
with those abroad for a bigger slice 
of world trade. Tomorrow’s life and 
tomorrow’s market will be better 
because of the building, 
never built” chemical process in- 
WALLACE F. TRAENDLY, 
Chemical Engineering, 


“always 


dustries. . . 
publisher, 
New York. 


Plastics Facilities Expand . . This 
year, for the first time, production 
of plastics materials will surpass the 
three billion pound mark .. a full 
25% gain in two short years. 

All along the line there has been 
rapid expansion in material making 
facilities. Like expansion in process- 
ing facilities is the logical next step. 

Among there is a 
marked trend toward combination 
by mergers that will produce 
stronger and more versatile mold- 


converters 


ing and processing firms. Such or- 
ganizations will exert huge market- 
ing and promotional efforts that are 
far beyond the scope of the small 
molder. 

While the bulk of plastics resins 
are used in the production of 
formed products and product com- 
ponents (here the trend is toward 
design for maximum use of plas- 
tics), several new uses are showing 
high potential. Examples are found- 
ry core casting and the building of 
dies, jigs and fixtures to replace the 
steel ones now used in metalwork- 
ing. 


Continued on page 30 
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muzzle loader, cosmic caper, tough on toppers, 


MUZZLE LOADER: This is the business 
end of the Idaho Falls atomic 
furnace, one of the biggest guns in 
the AEC’s reactor arsenal. Now on 
part-time loan to industry, it'll aid 
researchers in materials testing. 
Atomic energy’s costing $450 million 
in plants and equipment this year, 
same as '53. Total CPI’s repeating too 
... With another $6 billion investment. 


COSMIC CAPER: Polyethylene flys high 
as makin’s for the 282 ft. long “Su- 
per Skyhook” being launched here 
by its General Mills builders. Aim 
was collection of cosmic ray data for 
Naval Researeh. Demand’s zooming, 
too, for this versatile plastic .. . with 
a five-fold gain in last four years, 
and due to double again by 1956. 


TOUGH ON TOPPERS but the “Lady of 
Orlon” made out fine in this underwater 
fashion show staged by coat manufac- 
turer, Donnybrook, to dramatize fabric’s 
water resistance. Synthetics, currently 
20% of world textile output, appear 
set for another big surge now that top 
Paris designers have been won over. 















































ALERT MANAGEMENT is well-represented by J. M. Huber Corp.’s Dir. of Purchases, E. M. Krech, shown 


here in discussion with Pres. H. W. Huber. Krech finds CHemicaL WEEK. . 
of information for new products and production facilities.” Also says . 


. “an excellent source 
. . “Each -week it’s scanned 


from cover to cover and pertinent information noted ... marked and passed on to key personnel.” 


No grass grows underfoot in the Chemical Process 
Industries, They’re moving faster than ever... in 
synthetic fibers, polyethylene, atomic energy . . . on 
a host of fronts in this perennially big-spending, $59 
billion-a-year producing market. And in this sprawl- 
ing field, CHEMICAL WEEX integrates the many-faceted 
business interests of management. That’s why so 
many process executives look to its fact-brimming 
pages . .. for guidance that makes for successful 
plans, decisions and purchase transactions. 


Hustling reporter, appraiser, interpreter .. . CHEMI- 
CAL WEEK stalks the big news and side-happenings 
which keep the CPI scene changing daily. That’s 
why its 26,000 readers are such a good cross-section 
of all levels of process businessmen and buying 
power... it cuts out the patterns which point the 
way to profits. And that’s why CW’s headed for an- 
other record-shattering year in both circulation and 
advertising gains. Here in the Chemical Process In- 
dustries .. . it’s management’s own magazine, 


alert management, and... Chemical Week 


in the chemical process industries. . . it’s management’s own magazine 


A McGRAW-HILL PUBLICATION 
McGRAW-HILL BUILDING, NEW YORK 36, N. Y. * ABC-ABP 











“ «WHISTLE 


Foo “Whistle-Punks” on up 
to the top management of the 
great forest industry 


The TIMBERMAN 


is the reference for “learnin’” 
... It is the accepted leading 
source for ideas and informa- 
tion by men who are respon- 
sible for buying and directing 
decisions in all major depart- 
ments in the lumber, logging 
and lumber products fields. 


Ask to see... 


The TIMBERMAN'S 
Proof of Readership 


Mere numbers of readers is 
not enough; your selling mes- 
sages have to be told to men 
who read each issue page after 
page. A.B.C. facts prove that 
... year after year ... nearly 
8 OUT OF 10... BUY IT AGAIN. 


Remember .. . TIMBER 


is one of the world’s greatest 
natural resources! 


Remember. . . 
THE 


TIMBERMAN 


is the respected source for ideas 
and information concerning 
the great forest industry! 


519 S.W. PARK AVE. App 
PORTLAND 5, OREGON 
New York + Chicago + Seattle + San Francisco qc) 


% Do you know who a “Whistle-Punk” is? Ask us! 
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coatings for paper, 
fabrics and other 
materials are forging ahead rapidly. 
Plastics in adhesives are performing 


Plastics as 
wood, concrete, 


important, new industrial tasks . . 
such as the case of epoxy adhesives 
replacing brazing in bonding metals. 
A significant trend in resin struc- 
ture is in alloying and copolymeri- 
zation of different resins to create 
new materials with new functions 
and new economies which in turn 
will create new marketing, promo- 
tional and educational problems. 
HIRAM MCCANN, editor, Modern 
Plastics, New York. 


New Uses for Farm Chemicals 
- + There has been and will continue 
to be a tremendous increase in the 
demand for farm chemicals. The 
reason is very evident when one 
considers our rapidly increasing 
population in the United States. On 
the other hand, we have cities and 
towns expanding, using up what has 
been in the past agricultural acre- 
age used in producing food and 
fibre. Coupled with this we have an 
ever decreasing farm population. 
The combination of events makes it 
imperative that new methods and 
practices be inaugurated to 
with our changing times. 

An excellent example are two 
trends which are rapidly developing 
though little known by many of 
those directly identified with the 
farm chemical industry. 

One trend is the ever-increasing 


cope 


use of the airplane in applying pes- 
ticides and fertilizers. In fact, seed- 
ing is also becoming an important 
part of airplane application, which 
is apparent when statistics show 
that 92,000,000 Ibs. were distributed 
over 1,860,244 acres in 1952. 

The second trend is the use of 
anhydrous ammonia in the rapid 
change in farm chemicals used for 
agriculture. Last year, and so far 
during the year of 1954, many mil- 
lions of dollars of Wall Street in- 
vestments have been placed in the 
industry. 

The farm chemicals field has 
shown tremendous possibilities, and 
large companies are making what 
could be easily considered fabulous 
investments predicated on the fu- 


ture outlook. The same pattern is 
taking shape in Canada . . SAM 
LEWIS VEITCH, publisher, Farm 
Chemicals, Philadelphia. 


Reinforced Plastics Develop . . 
Increased interest in the progress 
of and prospects for reinforced plas- 
tics on the part of investors has been 
noted in recent months. While, in 
use of resins, this section of the plas- 
tics industry represents only 1% of 
the total (26,000,000 lbs. of poly- 
mately three billion lbs. of all res- 
ins), the prospects of reinforced 
plastics are so exciting that this in- 
terest is only natural. 

The following developments may 
be expected to occur by the end of 
this year: 

First, new resins which will main- 
tain their mechanical strength un- 
der continuous exposure to certain 
heated liquids should further open 
up the tank and transportation field. 

Second, both at chemical engi- 
neering and mechanical engineer- 
ing levels, research in pipe should 
produce important results. 

Third, new reinforcements, chiefly 
synthetic fibers, may provide spe- 
cialized materials for applications 
not now practical. 

Fourth, research accomplished in 
the sports car field is due to be 
translated into trucks, farm equip- 
ment and probably station wagon 
components. 


Fifth, standardization in all the 
above mentioned fields under the 
sponsorship of the Reinforced Plas- 
tics Division of The Society of the 
Plastics Industry, Inc., is expected 
to provide sound engineering de- 
sign data which will increase the 
acceptance of those materials. 

Sixth, a considerable increase in 
the use of reinforced plastics for 
metal tooling is a certainty. 

Seventh, since it has been found 
that adequate capital and both me- 
chanical and chemical engineering 
direction are needed for any com- 
pany to make a success in this field, 
“bigger money” is being interested, 
and reinforced plastics plants by the 
end of 1954 will be vastly different 
from the garage and basement op- 
erations of the “forties.” . . v. ED- 
WARD BORGES, publisher, Plastics In- 
dustry, New York. a 
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Chapter activities 
of the National Industrial 
Advertisers Association 


National headquarters * 1776 Broadway, New York 19, N. Y. 
George L. Staudt, chairman of the board 
Blaine G. Wiley, executive secreiary 


‘Salesman’‘s salesman’ John 
Freeman takes over Sept. 15 


as head of new regime 


® NEW yorK .. A salesman’s sales- 
man, John C. Freeman, is the new 
president of the National Industrial 
Advertisers Association. 

Mr. Freeman, 37, formerly was 
assistant to the president of the Na- 
tional Sales Executives. He ‘takes 
over Sept. 15 in the top full-time 
office at NIAA. 

He will be the association’s top 
administrative officer and will per- 
form essentially the duties of the 
old executive secretary, an office 
abolished by constitutional changes 
this year. 

Mr. Freeman’s appointment was 
announced by George L. Staudt, 
NIAA’s new board chairman and 
advertising manager at Harnisch- 
feger Corp., Milwaukee. 

Mr. Freeman joined National 
Sales Executives in 1949 and be- 
came assistant to the president in 
1950, a job in which he traveled 
some 30,000 to 40,000 miles yearly 
visiting and selling NSE and its 
services to member clubs. 

During his term of office 90 new 
NSE local clubs have been set up. 

The crew-cut, energetic Mr. 
Freeman has spent practically all 
his adult life selling something or 
other. Born and reared in Albany, 
N. Y., he got his first selling job 
with Mack Truck Co., shortly after 
he left school. 

He joined American Air Lines in 
1938, took a training course, and one 
year later became a member of the 
sales staff. He stayed with American 
nine years, rising to become sales 
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manager in Rochester, N. Y., then 
convention sales representative in 
Washington. 

In 1947, he took over the job of 
building up a sales executives club 
for Elmira, N. Y., and within two 
years had built a substantial or- 
ganization, attracting nation-wide 
attention. During this period he met 
Robert A. Whitney, president of 
National Sales Executives, which 
led to his job with NSE. 

Mr. Freeman lives with his wife, 
his son, Peter, 11, and daughter, Su- 
san, 7, in Westbury on Long Island. 
He’s an ancient-automobile enthu- 
siast and currently is restoring a 
1928 Cadillac. 

Much as he likes to tinker with 
old cars, Mr. Freeman says he still 
would rather sell, because selling 
people on a plan that will benefit 
them is the most satisfying occupa- 
tion in the world. 


Institute membership drive 
offers bait .. free reports 

® CLEVELAND . . The Industrial Ad- 
vertising Research Institute has be- 
gun a membership drive by asking 
all persons who attended the NIAA 
conference in Montreal to convince 
one friend that his firm should be a 
subscriber member of IARI. 

IARI managing director W. B. 
Montague said “If every man who 
was at Montreal will sign up just 
one subscriber, IARI will achieve 
its goal of 1,000 new members.” 

Free copies of two IARI reports 
will reward persons who bring in 
new subscriptions. 


Zisette urges industrial adman 
and salesman to cooperate 

™ PHILADELPHIA . . Greater coopera- 
tion between the advertising man 
and the salesman was urged at a 
meeting of the Eastern Industrial 
Advertisers Association. 

R. Robert Zisette, vice-president 
in charge of sales for SKF Indus- 
tries, Philadelphia, told the EIA that 
too often the salesman regards the 
adman with suspicion. 

He said the advertising man 
should dispel this suspicion by 
working hard to convince the sales- 
man that the adman is doing his 
best to make the salesman’s job 
easier. 


Apsey lists eight ways 

to expand a market 

™ BALTIMORE . . Every department 
of an industrial company must jump 
in to help solve the problems of the 
changing American market, accord- 
ing to a panel member at a meet- 
ing of the Maryland Industrial 
Marketers. 
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“GRUMMAN AIRCRAFT” MEANS 
COUNTLESS SALES BECAUSE... 


Around America’s air bases the skies swarm with streaking 
planes that only a few weeks or days ago rolled off the 
Grumman Aircraft assembly lines. The Grumman F9F-5 
Panther Jet, the brand new F9F-8 Cougar Jet, and a host 
of other crack military planes that are thundering through 
the sound barrier were, a short time ago, stock-piles of 
sheet metal, steel, plastic, and glass. 


During 1953, vast numbers of the swept-wing Navy jet 
fighter, the Cougar; the twin-engined Navy anti-submarine, 
S2F-1; and the twin-engined Albatross amphibian for the 
Air Foree, Navy, and Coast Guard; rolled out of the 
Grumman plant. 


Located at Bethpage, Long Island, N. Y., Grumman Air- 
craft is a huge, bustling center of industrial activity. It has 
heen growing steadily for over 25 years. In the spring of 
1954 manufacturing operations were expanded to the new 
Naval plant near Calverton, Long Island. 


Inside the Grumman plant you'll find virtually every kind 
of manufacturing operation: aircraft and component parts 
assembling: tooling manufacture; machining of every kind; 
sheet metal operations; metal forming and cutting; finish- 
ing processes; casting; and plastics fabrication. 


To the man who sells to industry, Grumman Aircraft is 
a huge market with sales opportunities unlimited. 


GRUMMAN AIRCRAFT 


AND IT’S THE 
TOOL ENGINEERS... 


At Grumman — as in plants everywhere 
who specify the countless production 
methods and processes for manufactur- 
ing operations. Grumman defines the 
tool engineer’s responsibility thusly: 
“Originates designs of special tooling, 
prepares the drawings required to define 
the tooling, oversees the manufacture 
and use of the tooling, and makes 
changes in tooling required for its most 
effective use.” 
To get your share of the market in 
plants like Grumman you must reach 
and influence the men of influence—tool 


engineers. 


*(For the story of how the tool engineer func- 
tions at Grumman, write THE TOOL ENGI. 
NEER for your 4-page folder, “Inside Grum- 


man Aircraft.) 


THE TOOL ENGINEERS’ NEW-IDEA SOURCE 
IS THE PLACE TO PUT YOUR PRODUCT IDEA 


Wherever your type of product is specified you'll find tool 

engineers and the magazine of their profession, THE TOOL 

ENGINEER—the only publication exclusively devoted to tool 

engineering. This is the magazine they study every month in 

their quest for technical answers. Original articles by authorities 
in the field, case histories, and many special 
features help supply the answers and up-to- 
date information they need. 


Ileol | 


Engineer 


There’s no better way to reach and influence 
the men who specify your product in indus- 
trial markets everywhere than through the 


pages of THE TOOL ENGINEER. 
Call in THE TOOL ENGINEER representa- 


tive in your area for more facts and figures. 


PUBLICATION OF THE AMERICAN SOCIETY OF TOOL ENGINEERS «¢ ASTE BUILDING, 10700 PURITAN AVENUE, DETROIT 38, MICHIGAN 
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The speaker was John F. Apsey, 
Jr., marketing manager, Black & 
Decker Mfg. Co. He was one of 
four members on a panel that dis- 
cussed “The Changing American 
Market.” 

Mr. Apsey told how all of the 
company’s departments helped ac- 
celerate expansion into the booming 
do-it-yourself market in portable 
electric tools after World War II. 

He outlined these steps in that 
market expansion: 

1. Engineering had to change its 
conception of product performance. 

2. Sales had to recognize and cul- 
tivate new methods of selling and 
new channels of distribution. 

3. Production had to change its 
methods so as to produce tools 
for the new market at lower cost. 

4. Packaging had to recognize the 
merchandising importance of pack- 
ages in the new market. 

5. Advertising had to study new 
channels of communication. 

6. Sales promotion had to study 
entirely new fields. 

7. Marketing had to cultivate the 
interest and cooperation of new 
merchandising and trade groups. 

8. “All of us had to change our 
ideas” of selling, advertising, pro- 
moting, scheduling, illustrating, cat- 
aloging, packing, shipping, timing. 

Another panel member, N. D. 
Grasty, advertising and public re- 
lations director, Crown Cork & Seal 
Co., told how competition forced the 
company to diversify. The compe- 
tition came from metal beer cans. 
One phase of the diversification was 
that Crown Cork began making and 
marketing beer canis, too. 

Panelist Charles J. Murphy, di- 
rector of advertising, Chemicals Di- 
vision, Mathieson Chemical Corp., 
told how diversification built his 
company from a regional alkali pro- 
ducer to a major chemical producer. 

The other panel member, Earl 
Johnson, sales and service manager 
for Maryland of the Chesapeake & 
Potomac Telephone Co., told how 
his company is consulted by busi- 
ness firms in order to determine po- 
tential markets in any given area 
through the number of telephone 
installations in that area. 





5 important thing 
about Fosdick is that 


he is fearless v= 
" tlncangnee 


Now and then we get a bitter pill from 
John T. Fosdick Associ- 
ates, independent survey 
organization. 


Here’s a capsule: Fosdick asked one of 
our coal-mine-executive-readers what he 
thought of a MECHANIZATION editorial 
feature. The reply: “Meant 
to go back and read this, 
but forgot all about it.” 


Another: ‘Why didn’t you read this issue 
of MECHANIZATION?”’ Said one: ‘‘It’s a special 
issue on coal stripping. We 
havenostrip mines.” (Now 
we have no “all-special” 
issues. ) 

Oh, we’ve heard worse from Fosdick, 
because he gives us our medicine neat. But 
oft times Fosdick sends us sweet some- 
things, to which the discords lend per- 
spective. 


For example, Fosdick asked 5,000 coal 
operating men about their coal magazine 
habits. 1,014 replied. 


“Which of the following magazines do 
you receive?’’ 82% said MECHANIZATION. 
71% said MaGazINeE “X.” “Which of 
these magazines do you read regularly? 
86% said MECHANIZATION. 

74% said MAGAZINE ‘X”’. 


“Which of these 

magazines is most use- 

ful or interesting to you personally in 

connection with your job?” 57% said 

equally useful. 23% said MECHANIZATION. 
17% said MAGAZINE “X”’ 

Fosdick went on to report that more 

primary buying influences receive MECH- 
ANIZATION; more primary buying influences read MECH- 
ANIZATION regularly; more primary buying influences report 
MECHANIZATION more useful or interesting personally in 
connection with their jobs. 

Fosdick must be fearless! When it comes to coverage of 
buying influences in the coal production industry, so are we. 
Else, how would we have some 3,000 on an exclusive basis. 
How are you faring in the billion dollar coal market? Come 
with MECHANIZATION to the mines where 87% of U.S. coal 
is mined, and where 95% of that billion dollars is spent. 
Call us. Don’t be afraid. 


echanization 


THE MAGAZINE OF MODERN COAL 
Mechanization, Inc., Publishers » Munsey Bldg. - Washington 4, D.C. 
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Refining-Petrochemical Market 
Plant, Operating, Management 
buyer coverage, through 
these 2 editions 8,970, ABC 


c Petrolewen 
Kaqineer 









Drilling-Producing Market 
Field, Operating, Manage- 
ment buyer coverage, . 
through these 2 editions 


15 $47" ABC 















All Industry Market 

Field, Plant, Oper-° 
ating, Management 
buyer coverage, . . 
through all 4 
editions. 


24,506" ABC 





Whether your products are sold in all, or just one division of 


Oil & Gas Pipeline Market rd : . 

ung: telechoe, ae the oil and gas industry . . . contact The Petroleum Engineer 
ment buyer coverage, ... | ee | \ ‘ 
peel racy 2 editions to learn, how its four editions permit you to select the market 
579, ; ; 


\ \ \ 
coverage you wish... buy only the circulation you need. 


\ 











P. O. BOX 1589 


Published For Engineering- 
Operating Men Since 1929 
The Petroleum Engineer was the first 
petroleum publication developed espec- 
ially for engineering-operating men and 
has long carried the highest percentage 
of these subscribers among all oil pub- 
lications. It is the engineering-operating 
publication of the petroleum industry 
. and the operating-engineering man 
is the buyer of products and services 
within the industry. 


PE Readers Are Buyers- 


Of PE’s total paid circulation, 87% falls 
within the all-important buying group 
— including management, contractors, 
engineers, superintendents, foremen, 
independent producers, chemists, geolo- 
gists, purchasing agents, field and plant 
men, and company subscriptions. 


Four Editions Plan 


In 1949, PE introduced its now famous 
Four Editions—a merchandising plan 
—which dovetails to fit reader needs 
and advertiser needs in a manner called 
“advance thinking” by Advertising Man- 
ager guiding one of America’s largest 
industrial programs. (Name on request.) 


*As filed with the Audit Bureau 
of Circulation, subject to audit. 


DALLAS, TEXAS 


HOW THE PETROLEUM ENGINEER SET THE STAGE 
FOR MODERN PETROLEUM INDUSTRY PUBLISHING 


PE MERCHANDISES YOUR SPACE 
TO READERS ... PAST THE POINT 
OF ALL OTHER OIL PUBLICATIONS 


Each Reader Selects 


The PE plan reduces your buyers’ 
business reading to its simplest and most 
useful form. It eliminates unrelated ma- 
terial from his magazine. Field men 
usually prefer specialized editorial cov- 
erage; whereas many management men 
prefer all-industry coverage of the entire 
oil and gas industry. PE’s four editions 
permit each reader his editorial prefer- 
ence...merchandising your advertising 
direct to that reader’s point of purchase 
interest. This eliminates all waste... 
doubles impact of editorial, and visi- 
bility of ads. 


Each Advertiser Selects 


Whether an advertiser sells Packers to 
the specialized Drilling-Producing Mar- 
ket; Cooling Towers to the Refining-Pet- 
rochemical Market; Corrosion Control 
to the Pipeline Market; or Valves to 
the entire Oil and Gas Industry. . he buys 
the exact coverage he needs through 
Petroleum Engineer ... without waste, 
pays only for the circulation he needs. 


To Point of Purchase 


In a never ending program to sharpen 
the Point of Appeal for readers ... Point 
of Purchase for advertisers . . . PE edi- 
torial content is self-selected by readers 
through regular surveys... then pre- 
viewed back to them through post-card 
mailings. 


Acceptance... 


This is PE’s 25th year of progressive petrol- 
eum publishing ... and PE leads all oil papers 
in paid circulation gained since 1949 — all oil 
papers in advertising pages gained per issue 
since same date. It is the 25th year in the 
development of PE’s continuing program of 
doing a better job in terms of reader “needs, 
wants, and desires.” 


Joe B. Woods, Acivertising Manager, ICT Building, Dallas 1, Texas, STerling 4403. NEW Y DRK: 
John F. Wallace, 52 Vanderbilt Avenue, New York 17, New York, MUrray Hill 4-1880. CLEVE- 
LAND: Bill Faville, 317 Citizens Building, Cleveland 14, Ohio, SUperior 1-7979, CHICAGO: 
E. V. Perkins, 53 West Jackson Blvd., Chicago 4, Illinois, HArrison 7-6883. LOS ANGELES: 
Richard P. McKey, 465 E. Union St., RYan 1-8779, Pasadena, California. DALLAS: Abbott 


Sparks, ICT Building, Dallas 1, Texas, STerling 4403 








eye-opener NIAA NCWS 


tonew markets! 





Get little-known 
facts on 


HOW TO CREATE MORE SALES 
IN AMERICA’S BIGGEST BUSINESS 


DO YOU SELL office machines, 
building materials, insurance, or 
farm equipment? Are you handling 
real estate, promoting an industrial 
site, or seeking new investors? 


Point is: WHATEVER YOU'RE 
SELLING OR PROMOTING, “The 
Banking Story” may open an un- 
tapped market for direct sales. Too, it 
may help enlist for you the support 
of today’s most influential audience 
—the nation’s bankers. 


Here’s the factual, straight-to-the- 
point market and media analysis of 
the $200 billion banking industry. 


Write for your free copy 
of “The Banking Story” today 


BANKING 


Journal of the American Bankers Association 
12 East 36 Street 33 South Ciark Street 
New York 16, N.Y. Chicago 3, Illinois 
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Moderator of the panel was Louis 
F. Cahn, president, Cahn-Miller, 
Inc., Baltimore advertising agency. 


Schoneberger, Tallant, Koper 
elected chapter presidents 


® CINCINNATI.. William A. Schone- 
berger, sales promotion manager, 
Cincinnati Industries Inc., has been 
elected president of Cincinnati In- 
dustrial Advertisers. 

Mr. Schoneberger, who was ac- 
tivities chairman of CIA last year, 
was production manager at Bill- 
board Publishing Co. until he joined 
Cincinnati Industries two years ago. 

Other new officers elected were: 
first vice-president, Alexander Stol- 
ley, Farson, Huff & Northlich; sec- 
ond vice-president, Louis Wiegand, 
Cincinnati Lathe & Tool Co., and 
secretary-treasurer, Charles S. 
Marsh, Nielsen Lithographing Co. 


Baltimore 
® BALTIMORE J. Walter Koper, 
assistant advertising manager, Ma- 
thieson Chemical Corp., Baltimore, 
has been elected president of the 
Maryland Industrial Marketers. 
Mr. Koper has been MIM pro- 
gram chairman, secretary and editor 
of the chapter’s monthly publication. 
Before joining Mathieson, he was 
assistant advertising manager, 
Worthington Corp., Harrison, N. J. 





Other officers elected were: vice- 
presidents . . Paul Schratter, Locke 
Department, General Electric Co.; 
Marcus E. Smith, H. W. Buddemeier 
Co.; and Trevor V. Howells, Reu- 
ben H. Donnelley Corp.; secretary, 
C. Richard MacLellan, Mutual 
Chemical Co., and treasurer, Lloyd 
H. Denton, Baltimore Convention 
Bureau. 


Denver 

® DENVER Jay Tallant, printer, 
pressman and agency vice-presi- 
dent, was elected president of the 
Industrial Advertisers of Colorado. 

Mr. Tallant started his business 
career as a printer, and he holds 
cards as a journeyman printer and 
journeyman pressman. After a 
hitch in the 
navy, he went to 
college, then 
joined Bill Bon- 
sib Advertising 
Agency, Denver, 
in 1951. He now 
is executive 
vice-president of 
the agency. Mr. 
Tallant has been vice-president, 
secretary and program chairman of 
the IAC. 

Other officers elected were: vice- 
presidents . . (1st) Robert Heiders- 
bach, McDonald-Thompson; (2nd) 
Jack Smolenske, Colorado Fuel & 
Iron Corp.; secretary, Charles Ry- 
land, Coors Porcelain Co., and 
treasurer, William P. Steen, Birlauf 
& Steen. 


Tallant 


Panelists . . Marketing panel at Maryland Industrial Marketers included (I. to r.) John 


n 7 1 7 ~ 
Apsey, jr Ear hnson, George 


V. Wise, N. D. Grasty and Charles J. Murphy. 











Its shop talk helps your sales talk... with 7,500 key buyers 


You won't find any “fringe area” editorial matter in 
STEEL Processinc. Articles such as ‘Phosphate Coatings 
for Assisting Cold Extrusion,” “Fast Roll-Spot Technique 
Doubles Welding Speeds” and “Trends in Modern Forg- 
ing” are typical of the straight shop talk readers want 
and get in the pages of every issue. 

Because it insures intensive, cover-to-cover readership, 
this shop talk pays off for advertisers. In STEEL PROCEss- 
ING, your sales messages go to work in good company. 


They reach industry decision-makers, 7,500 key buy- 
ing authorities who specify products and services for the 
forging, heat treating, stamping, forming and welding 
industries. What’s more, this circulation is verified and 
guaranteed through BPA audit. 

We’d like to give you more information on how STEEL 
PROCESSING provides thrifty and thorough coverage of the 
enormous industry it serves. Why not write or call now 
for the complete story? 


STEEL PROCESSING 


IS PUBLISHED BY 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30: Pa. 
Phone COurt 1-1214 
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Product Design & Development 


ielel § Provides Circulation Statements subject to audit 
by Business Publications Audit of Circulation, Inc. 


PD&D helps sell 
mae an by, Franklin H. Johnson, Ine.. the 0 FE M M arket 


Publisher—Franklin H. Johnson. 
Editor—Robert L. Davis. 
Production Manager—Richard J. Tobin. 


are: by helping the men 


New York 17—Al J. Kaiser, Franklin H. Johnson, 
dr., 216 E. 49th St. Murray Hill 8-3493. 


. 
Chicago 1—Edwin J. Hughes, Jr., John B. Holmes bl f 

333 No. Michigan Ave. Central 6-1016. re S$ 0 n S| e or 
New England — Al J. Kaiser, 12 Hillsdale Road 

Wapping, Conn. Mitchell 9-1694. 


en Bop J. Shalvoy, 850 Euclid Ave. product design and development 


Detroit 26—James J. Shalvoy, 424 Book Bldg. Wood- 
ward 1-9404. 


Los Angeles 57—The Maurice A. Kimball Co., Inc. 


2550 Beverly Blvd. Dunkirk 8-6178. find the information they need 


San Francisco 5—The Maurice A. Kimball Co., Inc., 
681 Market St. Exbrook 2-3365. 
COMMISSION AND CASH DISCOUNT 
15% to agencies; 2% 10 days from invoice date. 


—_— PD&D reaches the Design Field 
RATES Rates received June 24, 1954. 


1/2 page unit, each, fat. Product engineers continually face the problems of “what to specify” for 
2 i e ° o,e ° 
1/9 ‘and 2/9 page units are standard: several units best results and “where to get it” in the quantities required. They must keep 
may be used in any issue - . e 

MECHANICAL REQUIREMENTS up with current developments, and PD&D is the fastest, most convenient 
Space available only in following forms: way of spotting available product information they need because all copy is 
Space Unit Wide Bx eep 
1/9 page 3-1/4 x 4-3/4 condensed. 
2/9 page 3-1/4 -3/4 
Page is 3 columns, each 3-1/4”. 
con ss er gg = sae 

et t 8 ns 

man oy ae. se ane ty outer "2 ro U. S. CIRCULATION 
tiser’s request charged at cost. 


ISSUANCE AND CLOSING DATES with more Circulation 


Published monthly; issued 25th of preceding month. 
Last forms close in New York 5th of preceding 


month; if proofs are required, copy and cuts must It is vitally important to reach as 
be received 10 days before closing date. 


Ads requiring publication setting required by Ist many product designers as possi- 

f di " ° . 

alamo snore ble in today’s fluid economy where 
CIRCULATION—B.P.A. 6-30-54 

Established 1946. no one knows for sure who is de- 

Total lied circulation (6 mos. aver.).......... y 2 

Advertisers, saenctes, p> BAe "proapedia is signing what. That’s why PD&D 

trib sd at : . ° ° 

Total Gueatbation @@ aatuihe Grange steel maintains a circulation greater 
TERRITORIAL DISTRIBUTION than any other design publication. 

Net —e June issue . eae ...33,889 


New Englan . 4,129 West ‘North ‘Central 1,572 
Middle Setentic -11,962 West South Central 385 
South Atlantic “ 2 Mountain States ... 

East North Central..10, 535 Pacific States ....... 

East South Central 461 Miscellaneous 


senseonen 3 . . 

uaee senmaetian and more tangible evidence 

Sony Presidents, om. ay eps and - 
4,601, E . i ; ici 

Chiel draftemen, chiet research engineers, emer de: Of advertising readership 
velopment engineers and their engineers 24,473, 
Production men: Production managers, superintend- 
ents, tool designers 2,819. Purchasing 798. Others: 


ees rernment agencies Independent designs Each month 5,000 men in the design field send in 28,000 requests for addi- 
other managerial titles 1,198, tional information. 57% of these refer to advertisements— tangible evidence 
Rate per thousand U.S. circulation of advertising readership. Analysis of these requests shows 81.3% from man- 
7.50 ufacturing companies, 73.92% of which rate AAAA. The other 18.7% were 
from non-manufacturing sources, such as government offices, engineering 
firms, consultants, universities. A breakdown of inquiries from readers in 
manufacturing companies shows that 83.9% are from engineers, scientific 
personnel or engineering management. The balance are from executives and 


other non-engineering personnel. 
































and does this at lower cost 


PD&D B c D In order to save readers’ time the size of advertising —as well as editorial —is 
PD&D’s flat rate is compared to figures boiled down to one-ninth and two-ninth page units, available at the flat rate 
based on 6-time rates for other publications; of $200 per one-ninth page. This size is equivalent in area to a quarter page 
equivalent space units in standard publications. See chart at left for rate per thousand comparison. 
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READER RESPONSE 





reader service 


NUMBER of INQUIRIES ¥ 


th) 


ADVERTISING VOLUME 





of pnit: 33 




























































































Engineers Say: “You can’t tell us all we need to know, 
even in an advertising spread. We need all the data—so 
tell us briefly and tell us often that you have all the data 
available.” 

Designers want ease of selection through straight- 
forward information and want to be informed in a terse, 
boiled down fashion. 

PD&D gives them this plus three efficient inquiry han- 
dling systems— Reader Service cards and wherever pos- 
sible, an individual name for correspondence and his tele- 
phone number for quicker communication. 

That’s why PD&D’s larger circulation continues to be 
built by the market itself based on individual requests 
from men who participate in design decisions on com- 
ponents and materials. 
































164,915 (@ monthg) 





results: More important than the number of requests 
received is what happens after these inquiries are photo- 
copied (to insure accuracy) and forwarded to source man- 
ufacturers. On this PD&D has collected considerable evi- 
dence. 

Here is a composite analysis of 27 separate studies in 
which PD&D wrote to all who had inquired about specific 
advertisements four months after publication, asking: 
What happened after the data was received? 

7% placed an order* 
64% were contemplating a future use 
29% filed data for future reference 


*In the original equipment market, initial orders today are the 
necessary steps to mass purchases tomorrow. 





to help you... ppep’s Market & Media Facts includes 
data prepared in accordance with N.I.A.A. recommended 
form: Market, Circulation, Readership, Editorial, Rates 
and Specifications, Current data. Send for your copy. 


data in brief... circulation, BPA, 33,889 individually 
addressed copies; cost, flat rate of $200 per 1/9 page unit. 
Sold only in 1/9 and 2/9 units to protect readers and ad- 
vertisers. Advertisers can buy as many separate units as 
they need. 


Product Design & Development News 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 


216 E. 49th St., New York 17, N. Y. > Phone: MUrray Hill 8-3493 


representatives: 
New England, Cleveland, Detroit, Chicago, San Francisco, Los Angeles 


Red numbers indicate inquiries received from typical 
spread. Note that ads frequently outpull editorial items 
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YOUR SALES 
MESSAGE IN 


Minneapolis 

® MINNEAPOLIs . . C. B. Brandon of 
Minnesota Mining & Mfg. Co.’s ad- 
vertising department, St. Paul, has 
been elected president of the Min- 
nesota Industrial Advertisers. 

Mr. Brandon joined “3M” in 1950, 
after graduation from the Univer- 
sity of Minne- 
sota. He now 
manages four of 
the company’s 
major advertis- 
ing programs as 
well as_ several 
minor programs. 
From 1946 to 
1948, Mr. Bran- 
don served in the sales promotion 
department of Minneapolis-Honey- 
well Regulator Co., Minneapolis. 

Other officers elected were: vice- 
president, Warren Way, Olmsted & 
Foley, and _ secretary-treasurer, 
Robert S. Rydholm, Alfred Colle 
Co. 





Brandon 


St. Louis 


tae & A Cc Beh E =. oO VW om Le ® sT. Louis .. W. W. Dannemaier, 


assistant sales promotion manager, 


§ oO oO oO oO = uU Y La cad ial Wagner Electric Corp., St. Louis, 
bd 


has been elected president of the 


A fyi oO iced T ee Industrial Marketing Club of St. 


Louis. 





: ; . . . Mr. Dannemaier, who has served 
with paid fra nchised = rculation as club vice-president and as chair- 


| man of several committees, has 

= been with Wagner since 1947. 
\ Other officers elected were: vice- 
\\ president, Henry McInerney, Cen- 
DISTRIBUTOR \ DISTRIBUTOR \\ tury Electric Co.; secretary, William 
APPROVED CONTROL LLED | ‘|, | Marsden, Vestal Inc., and treasurer, 
reaimaaantieam ssiaeiitandi aii hes eer Richard W. Watkins, Ad-Service 


on the front yh each copy in f furnish the j Engraving Co. 
cover. py/ his area. Z names. 


Correction 

= The new president of Youngs- 
town District Industrial Marketers 
is Edwin A. Montgomery, art direc- 
REPRESENTATIVES: Altadena, Calif., M. D tor for Meek & Thomas, Youngs- 
Pugh, 2721 N. Marengo Avenue; Dallas, town, O. 

Texas, Edward F. Wright, 505 N. Ervay, IM reported incorrectly last 
Rm. 310; Detroit, Mich., R. F. Pickrell, month that Frank A. Kroeger was 
Vincent T. Purcell, 314 Stephenson Bldg.; | YDIM’s new president. Mr. Kroeger 
New York, N. Y., William J. Martin, Robert a year’s president. Mr. Mont- 


Snow, 140 East 46th Street; St. Louis, Mo., : 
nif new 
James R. Wright, Stephen E. Wright, 706 gomery succeeded him as the 


. ~% a 
Chestnut Street. president. 


CALL OR WRITE for latest circulation data 
and proof of sales results. 


CLEVELAND 12, 0 
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Industrial 
Dy atUbaas-lat-tatet 


VACUUM PUMPS 
The Least Pressure 


THE MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION is a horizontal monthly 
covering over 42,000 plants, the largest 
and most active in 22 basic industrial 
fields. Each plant, to qualify, must have 
either a Dun & Bradstreet rating of 
$50,000 or better, or 50 or more 
employees. 


THE AUDIENCE 

—is the industrial Plant Operations 

and Service Group. With the largest 

circulation in its field INDUSTRIAL 

MAINTENANCE AND PLANT OPERATION 

reaches over 70,000 maintenance, engi- 

neering and purchasing executives— 
the men whose job it is to keep plants 
and equipment running at top efficiency. 

By function— 

e 30,738 are plant operating, engi- 
neering and production men 
21,548 are maintenance officers and 
supervisors 
9,657 are purchasing officials 
8,848 are management and admin- 
istrative men 

This group specifies and buys $5 billion 

worth of goods a year, including replace- 

ment, maintenance and repair supplies, 
safety devices, and materials handling, 
sanitation and other equipment. 


“ oy 
CEMENTED CARBIDES: 


Reduce Wear and Downtime! 


Complete, 

Productive 

Coverage 

of the $5 BILLION 

Plant Operating Market... 


Industrial 


Maintenance 


REPLACEMENT SALES 

As machinery and equipment parts 
wear Out they must be replaced. IN- 
DUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S readers are responsible 
for the specification and purchase of 
replacement and component parts for 
every piece of machinery in their plants. 


EDITORIAL FORMAT 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’ Seditorial content isdevoted 
exclusively to valuable, factual infor- 
mation for the Plant Operations and 
Service Group. It combines practical, 
helpful ‘*how-to-do-it’’ articles with 
up-to-the-minute news on products, 
equipment and techniques. The read- 
on-the-run tabloid format helps busy 
executives get the facts they need fast. 


LOW RATES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S rates are low. Cost per 
thousand readers is only $1.97 (based 
on 1/9-page unit, 12-time rate), lower 
than that of any comparable medium. 


HIGH FLEXIBILITY 

Another plus for advertisers: INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1 /9 to full pages may be used. All 
standard 4-A colors are available. 


AND PLANT OPERATION 


RAPID GROWTH 

A quick measure of INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION’S 
value to advertisers: in 1953 advertising 
volume increased 43.1°7 over 1950. 
And the first quarter of 1954 shows a 
6.2°%, increase over the same period 
in 1953. 


Last year 271 advertising agencies, in- 
cluding many of the biggest industrial 
agencies in the country, used INDuUs- 
TRIAL MAINTENANCE AND PLANT OPER- 
ATION for their clients, a total of al- 
most 400 advertisers. And the renewal 
rate among advertisers is an impres- 
sive 96%. 


INQUIRIES — SALES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an outstanding record 
for puiling inquiries that lead to sales. 
Only executives in a position to specify 
and buy qualify as readers. These men 
turn to INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION for product news. 
Your product story here will be read 
when they're most receptive. 


VERIFICATION 

Verified controlled circulation is an 
impressive 98.34 °%—again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives 
you more for every advertising dollar. 
Want additional evidence? Write now 
for media and market data book. 


NEW MARKET 





Industrial Maintenance 
AND PLANT OPERATION 
MAINTENANCE PUBLISHING CO., 3626 Filbert St. 


PHILADELPHIA 1, PA. 


DATA BOoK 
Now Available 
° 
Write for your 
copy today, 
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Modern Railroads 
combined with 
Railway Purchases 
and Stores 




















1,269 railway executives 


name Raritway AGE by 3% to 1 as the railway magazine in which 
they have most confidence. When 985 out of 1,269, or 77.6% 

of railway officials say that they have the most confidence in 
Raitway AGE—by a margin of 3% to 1 over the second and third 
publications combined—the meaning is clear. This is the 
publication to which they turn for facts, news, reports. Not glamor, 
or entertainment . .. but for the serious business of railroading. 
This is the atmosphere of decision created by RamLway AGE 

every week—and turned to with confidence . .. the place where 
your ads get high readership. 

















Railway Age... 


there’s no substitute for readership 


Railway 
Age 





Modern Railroads 
combined with 
Railway Purchases 
and Stores 





and reader confidence 


bt lik 























40% 











note: percentage totals 
more than 100% as some 
respondents checked more 
than one publication. 


1.464 railway executives 


told the Kemp Research Organization, independent survey 
concern of Rochester, New York, that they would be most likely 
to see the advertisement of a railway supplier in RAmway AGE. 




















Over the years replies like this consistently reaffirm the standing 

of Ratmtway AGE as the business publication of the field 

read every week for news, trends, and information. Your advertisement 

in Rartway AGE reaches and is seen by the men who make 

decisions. They subscribe to more copies of RAiLway AGE than 

any other railway publication; they give high ratings to its editorial 

matter; an average of 80% of them renew their subscriptions year after year. 
Small wonder they are more likely to see your ad in Ramtway AGE. 


RAILWAY AGE. 
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of industrial sales and advertising 


Congress okays business census 


$8 million put up for count of 
business, manufactures, mineral 


industries, if Ike signs bill 


® WASHINGTON Congress has 
passed a bill that provides $8,430,000 
for a census of business, manufac- 
tures and mineral industries. 

The measure, an administration 
recommendation, was expected to 
be signed into law by President 
Eisenhower by the time this issue of 
IM goes to press. 

The census measure, which had 
been dying a slow death during the 


Awards ’ 


nireda D n ne < 


Boston. Stc 
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Mystery Men’. . Representatives o 


1954 session, slid through Congress 
with ease as part of the final defi- 
ciency funds measure of the year. 

The censuses will be be taken in 
1955 and will cover 1954. They were 
to have been taken this year, for 
1953, but Congress refused to appro- 
priate the money. 

The census measure had _ been 
backed strongly by such organiza- 
tions as the American Marketing 
Association and other advertising, 
merchandising and publishers’ as- 
sociations. 

Economy-minded Congressmen 


gf wel un heat 


ompanies winning NIAA Toppers 


om left, those who 


f 
I 
Raa 1] Mé- Cc 


had opposed the census. At one time 
an appropriation to pay for the cen- 
sus was voted down on the House 
floor. 

The census bureau is expected to 
announce detailed plans on the cen- 
suses after the measure has become 
law. 

99% of readers see at least 
one ad, Starch study shows 

® CHICAGO Daniel A. Starch & 
Staff has completed its first reader- 
ship study of a trade paper in the 
automotive field with a report on 
the March issue of Motor Service, 
Chicago. 

The report shows 99% of the 
sample “noted” one or more of the 
ads that were studied, and 94.3% 
“noted” at least one of the editorial 
pieces studied. Highest scoring ad, 
one for Ramsey Corp., St. Louis, 
(78°) was on the front cover. Sec- 
ond place ad, one for Permatex 
Corp., Brooklyn, (53%) was the 
same one that scored best in an Ad- 
vertising Research Foundation study 
of an issue of Commercial Car Jour- 
nal (IM, July). 


A 


Continued on page 48 


awards lined up for this photo at NIAA confer- 
1 @ 

NIAA headquarters explained that apparently some represented their compaines 

can be identified: (3) Harold Elfenbein, Parker Kalon 


lockwell Mfa. Co., Pittsburgh, (7) Clint Braine, G. M. Basford Co., New 


1, (11) Russell Reed, Norton Co., Worcester, Mass., (12) Toppers chairman Howard 


ties on Topper campaigns begin on page 69. 














Vpaltials Exgerecring tu oouck Desige ¢ Mamufaotine 


Materials 


More companies 
advertise engineering materials 
in Materials & Methods 


than in any other magazine*. 


Q A hull fubtodtn ® 





lrens and Steels 
Nonferrous Metals 
Nonmetallic Materials 
Parts and Shapes 
Finishes and Coatings 








$15 Billion Meat Packing Industry 


Industry” for over 60 years . . 


EDITED FOR 


. . . Offering increased 


opportunities to sell the 


'. respected "Voice of the Meat 
. is written and edited by men who 


know the industry. Its editorial program is well balanced . . . built 
to meet the specific needs of plant officials, executives and depart- 
ment heads. Strong readership has been built on the excellence of 
the NATIONAL PROVISIONER's editorial content . . . offering you 
greater opportunities to sell this market. 








NATIONAL PROVISIONER 
Published Weekly 


Proud of the fact that it has always been a week- 
ly publication, the NATIONAL PROVISIONER 
publishes weekly to consistently give full service 
to this industry. This policy has been supported 
by the readers . . . clearly proven by NP’s amaz- 
ingly high renewal record — 85.32% (June 30, 
1954). This type of readership offers a_ big 
SALES opportunity for you, Mr. Advertiser. Close 
1o 400 regular advertisers now use the NA- 


TIONAL PROVISIONER to get their share of the $15 billion dollar Meat 


Packing Industry. 
repeat advertisers in any issue. 


Results are comsistent .. . 


attested by the number of 
The NATIONAL PROVISIONER is your 


logical selling tool for reaching readers who influence selection, specify and 
purchase equipment, materials and supplies. 


weal pacnens 














MEAT PACKERS GUIDE 
Published Annually 


The GUIDE is the industry's only reference and 
buying aid . . . used consistently by 99.2% of the 
industry for reference and buying information. It 
brings your sales message to plant officials at the 
moment they are in a buying mood. The GUIDE 
contains two separate sections .. . the Reference and 
Data Section . . . and Buyer’s Guide Section .. . 
enabling you to tailor your advertising to suit the 
buyer’s information needs. Write for folder. 


Now Available... 


MARKET and MEDIA DATA FILE 





Completely new .. . 
Meat Packing and Allied Industries. 
the market served, annual production, coverage of 
buying influences, circulation, subscriptions, renewals, 
editorial analysis and advertising. 


copy today! 


THE 


MLL 


Market and Media Data . 
Folder covers 


Write for your 


Seayenpey peqiy pee Tory jog — ting tipegy pet 








ATIONAL 


Leading Publication in the Meat Packing and Allied Industries Since! 1891 


15 WEST HURON STREET * CHICAGO 10 
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(a) NEWS 


The Motor Service 
showed little difference in reader- 
ship between ads in front and back. 


study also 


ABP membership reaches 154 
.. tying all-time high record 

™ NEW yorK .. Membership in As- 
sociated Business Publications has 
reached 154, equal to the all-time 
high set in 1937. 

The new total was reached with 
admission to ABP of Petroleum 
Processing, which McGraw-Hill 
Publishing Co., acquired last year 
as a controlled circulation publica- 
tion and has since converted to paid 
circulation. 


Predicts biggest peacetime 
development of industry 

® MINNEAPOLIS “American 
manufacturing is on the threshold 
of its greatest peacetime develop- 
ment,” according to Clifford M. 
Cook, president of the Metal Treat- 
ing Institute. 

Mr. Cook visited Minneapolis on 
the last leg of a nationwide tour of 
inspection of the institute’s mem- 
bers. 

He said the metal treating plants 
he visited have been experiencing 
an upsurge since July 15. And he 
based his optimistic forecast on the 
fact that the metal treating indus- 
try often is used as a barometer of 
the nation’s economic welfare. 


Oil industry to celebrate 

its ‘week’ Oct. 10-16 

@® NEW yoRK .. “Oil Progress 
Week” will be held Oct. 10-16, dur- 
ing which the oil industry will use 
parades, open houses, contests and 
other special events to publicize it- 
self. 


‘Control Engineering’ bows, 
reaches 15,000 paid 

™@ NEW YORK McGraw-Hill’s 
Control “ngineering, last of the 
three announced new publications 
in the cybernetics field to make its 
appearance (IM, June), has achieved 
a paid circulation figure of more 


Continued on page 50 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Plenty of bark, but no bite 


The unique structure pictured 
houses a revolutionary new bark 
burning steam plant. 

This installation is typical of 
the many daring innovations 
which are prevalent everywhere 
Southward. 

This unit, the first of the 
standardized design to go into 
service, was placed in operation 
this year at the Chickasaw pulp 
and paper mill of the Hollingworth 
and Whitney Company, Mobile, 
Ala. 

Southern and Southwestern in- 
dustry’s eagerness to adopt mod- 
ern methods and machines presents 
you with unusual sales opportuni- 
ties. To get the stepped-up volume 
you seek, concentrate major selling 
effort on this fast growing region. 

SOUTHERN POWER AND INDUSTRY 
is edited expressly for this fresh- 
thinking. heavy-spending — indus- 
trial market. Use S.P.I to reach 
top engineering and management 
in over 10,000 industrial, utility 
and large service plants of the 
South and Southwest. Reach 
millions of dollars of buying 
power untouched by general power 
and industrial publications. 


SOUTHERN POWER and INDUSTRY 


806 Peachtree Street. N.E. 
wre Atlanta 5, Georgia 


SMITH 


PUBLICATIONS 
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issue. 
Following closely upon the heels 


we We use Reply-O-Letters | than 15,000 copies with its first 


4 ' | of the inaugural issues of Automatic 
extensively | Control, Reinhold Publishing Co., 
| and Automation, Penton Publishing 
. Co., the new book thus reached 
im our : ‘ + | with its initial appearance a circu- 
| lation total which publisher W. W. 
district é : —— es | Garey had not expected to achieve 
ej ne _ | until September, 1957. The new goal 
has been set at 18,000 net paid by 

e . a the end of 1954. 
offices . 3 i iP, . | Control Engineering, designed to 
_ =. ‘ serve engineers and _ technically 
th Ih t i % : trained management personnel in 
roug ou . = S the field of instrumentation and 


automatic controls, carried slightly 


+ ple tine a SS eter 8 


more than 71 pages of advertising 


the world. e°e a 7" it ail = ee in its first issue. 


Manufacturers’ Agents 

Association elects officers 
® ALHAMBRA, CAL... Fred R. Young, 
Seattle, Wash. has been elected 
president of the Manufacturers’ 

Agents National Association. 
Other officers elected include: 
vice-presidents, D. R. Bittan, New 
a York, and J. J. O'Sullivan, Chicago; 
onys executive treasurer, A. B. Smedley, 


DALE ¥e ECTON, : Altadena, Cal., and executive secre- 


Direct Mail Manager, TWA tary, A. X. Schilling, Alhambra, Cal. 


Former President, Direct Mail Advertising Ass’n. 





Advertising specialty groups 


“When I first used Reply-O-Letters eight to hold fall fair in Chicago 

years ago, I found them a most produc- li ® WASHINGTON . . The Advertising 
tive sales medium. But, of equal impor- | ema Specialty National Association’s 
tance to me was the realization that they ey Fall Fair will be held in Chicago 
could simplify local mailings made by z Sept. 18-21. The newest advertising 
our district offices. write for calendars and specialities available 
“TWA offices use Reply-O on passenger FREE BOOKLET to advertisers will be displayed. 
and air freight promotions. It eliminates We invite tests of 5,000 | 

the need for costly imprinting and or 10,000 Reply-O-Letters | Chart shows how to find 

matched fill-ins in many mailings. Even from mail users who, when your ‘automation rating’ 
on broad national mailings and world- satisfied with the results, «6 ; 

3 ; ; ? " h agp | @ cHicaco..An “Automation Eval- 
wide campaigns, we find Reply-O a flexi- can then mail in larger | cetitnis Clenet” thee te develoned 
ble mailing piece giving good results.’ quantities. BD rsancetiaewntTibeudowstpaige 

The booklet, “ir was AN- | by one engineering firm to attract 

SWERS THEY WANTED” | customers in the automation mar- 

makes good reading for | ket. The chart, according to its orig- 
anyone who uses the mails. : boas : 

inators, “will help top executives 


Send for your free co 
Cc today. si rate the automation possibilities of 


the | their plants.” 
The chart ,is part of a promotional 
reply-o-letter totter gut at by TAB. Egi- 
THE REPLY-0 PRODUCTS CO. neers, Inc., Chicago. (Initials stand 


7 Central Park West ; . ‘ 
New York 23, N. Y. | for Technical and Business.) 


Sales Offices: Boston * Chicago The chart is made up of a list of 
Cleveland * Detroit * Toronto | Continued on page 54 
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As Mass Production goes ...S8O goes A merica 


MASS Produclions Qun Magazine 


/ BUDGET NOW FOR THE 
January 


AUTOMOTIVE 
NUMBER 


1. To reach automotive production men. 


2. To reach all mass production metal working men who exchange 
ideas with the auto maker. 


Last forms close Dec. 1, 1954 
Write for reservations 


e 


| 1 | 
| b p a mileiiiiiliiaaie | 
\ \. ; \ 


BRAMSON PUBLISHING COMPANY, Birmingham, Michigan 


September 1954/51 
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The Carolina Power and Light Company’s Lumberton steam-electric generating 
plant. Completed last year, this is the largest plant in the company’s system. One of 
the largest power companies on the eastern seaboard, Carolina serves an area of 
approximately 30,000 square miles in North and South Carolina. Over 1700 miles 
of high voltage lines and 20,940 miles of distribution lines are used in supplying 
power to about 350,000 customers. 
This company has spent more than $100 million since 1948 for new electric facili- 
ties. The latest addition, now’ under construction, is a 350,000-kw steam-electric 
plant near Wilmington, North Carolina. 
The Carolina Power and Light Company’s expansion program is typical of what 
power companies throughout the country are doing to meet the demands for more 
power. It is a huge market for the suppliers of materials and equipment. 








Here’s what we mean when we say 


reaches the key men 


This is a typical example of how your sales story in Electric Light and 
Power reaches the key men in the nation’s leading suppliers of 
electric power. 


Look at the titles of the men in the Carolina Power and Light Company 
who are now receiving this magazine. These are the men who influence 
buying. These are the men you have to sell. 


What is true with this company is true with every other leading sup- 
plier of electric power in the country. Electric Light and Power reaches 
the key men in every phase of the business — the men who will spend 
another multi-billion dollars this year for new construction. 


These are the men who read Electric Light and Power. More than 50% 
.of our readers have been reading this magazine for over ten years. It’s 
readership like this that gets sales results for our advertisers. 


To reach the buyers in the electric power industry, put your sales story 
where they will see it — in Electric Light and Power. It is the only 
magazine serving the electric power industry exclusively. The Haywood 
Publishing Company, 22 East Huron Street, Chicago 11, Illinois. 


Who buys YOUR product? 

Different groups of key men influence the buying of different prod- 
ucts. And it is seldom the same groups in two different electric power 
supply organizations. Shown below are the number of key men in 
a leading midwestern power company who influence the buying of 
various equipment. These figures do not apply to the Carolina Power 
and Light Company. 


Purchases Of . .. This information is 


from a buying influ- 
ence survey conduct- 





Power Plant Mechanical Eqpt. 
Power Plant Electrical Eqpt. ed by Electric Light 
Transmission and Distribution Eqpt. and Power. One of 
Load Building; Commercial — Industrial our representatives 
Load Building; Home will be glad to give 
General you complete infor- 
Policy and Administration mation about this 
Micsellencous survey. 





THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 


SALES OFFICES: 


CHICAGO 11, ILL. 

22 E. Huron Street 
WHitehall 4-0868 
Walter J. Stevers 
G. E. Williams 


CLEVELAND 15, OHIO 
1836 Euclid Avenue 
PRospect 1-0505 

John E. MacArthur 


NEW YORK 17, NEW YORK 
101 Park Avenue 
MUrray Hill 3-0256 

J. H. Thomson 

W. A. Clabault 


WEST COAST 


MCDONALD-THOMPSON 
San Francisco Seattle 
Los Angeles Dallas 
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IN CIRCULATION 
EDITORIAL SERVICE 
ADVERTISING REVENUE 


finish . .. the only trade magazine 


offering a complete editorial service to the Appliance and Fabricated 
Metal Products Manufacturing field. . . 


. ++ moves forward in circulation 


Circulation growth has been constant over the period of publica- 
tion with a total increase from January 1944 to June 1954 of 
111%. finish offers blanket circulation, increasing immediately with 
industrial expansion. 


... moves forward in advertising revenue 


The steady growth of finish advertising revenue ac- 
clerated during 1953, as shown by this bar chart. Ad- 
yertising has been sold almost entirely on the 
strength of editorial content. This trend is continu- 
ing in 1954. 


The red bars and percentage figures 
above the bars show the trend of 
advertising revenue in finish, with 
1954 Projected from 7 months’ fig- 
vres. 


The black lines and percentage fig- 
ures below the lines show the trend 
of advertising revenue in business 
publications, Source: Industrial Mar- 
keting, August 1953. 


.. + moves forward in editorial service 


As finish has grown, new editorial services have been added, providing, since January 


1949, a complete editorial service “from raw metal to finished product.” 
Write for Media File and Market Statistics 


MAGAZINE OF 


pliance rx» 


iP 
Metal Products MANUFACTURING 


Dna CRase PUBLICATIONS 


Eimbhurst Nat'l Bank Bidg., York St. at Park Ave., Elmhurst, Illinois ° TErrace 4-5280, 4-5281 
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(a) NEWS 


begins on page 44 


questions about products, plants, 
production, potential and _ costs. 
When answers to all these questions 
are added up, the chart says, you 
should come up with an “automa- 
tion rating.” 


American Chemical Society 
cites Dr. Walter J. Murphy 

@ NEW yorK .. Dr. Walter J. Mur- 
phy, president of the Society of 
Business Magazine Editors, will re- 
ceive a scroll of honor in recogni- 
tion of his services to the chemical 
profession at the American Chem- 
ical Society’s 126th national meeting 
in New York, Sept. 15. 

Dr. Murphy is editor of the so- 
ciety’s official publication, Chemical 
& Engineering News, and of Indus- 
trial & Engineering Chemistry, 
Analytical Chemistry and the Jour- 
nal of Agricultural & Food Chem- 


istry. 


10th edition of ‘Marketing 
Chart of U. S.’ released 

® NEW yorK . . Research Company 
of America has released the tenth 
annual edition of its “Basic Market- 
ing Chart of the United States,” de- 
signed to help analyze business con- 
ditions. 

The chart gives information on 
population changes, life insurance 
sales, ownership of appliances and 
automobiles and on income. 


Meeting competition main topic 
of management group’s meeting 
@ NEW yorK . . American Manage- 
ment Association will hold its fall 
manufacturing conference in New 
York, Oct. 11-13. Principal topic will 
be development of new _ products 
and new markets to meet stiffening 
competition. 


Hyster Co. holds international 
sales conference in Peoria 

® PEORIA, ILL. The Hyster Co. 
called in 40 representatives from 
18 countries to attend an “export 
school” at Peoria. 

Hyster, which makes materials 
handling equipment, opened a fac- 
tory at Nijmegen, The Netherlands, 
last year to supply overseas mar- 

Continued on page 20] 














How to get the most out of 


fi\~ 


It takes no more than an honestly objective look 
through any trade paper to see that too much trade 
paper advertising is bad. Too much is trite, hackneyed, 
inept—uninteresting even to those who might have a 
logical interest in the product or service advertised. 


Too much of it represents wasted money 
It need not be that way. 


It «s that way because a great many people (client 
as well as agency people) give trade paper advertising 
a share of their attention directly proportionate to the 


cost of the space involved. 


There’s only one way to get good trade advertising, 
we feel—and that is never to think of it as “trade 


advertising’, with quotes. Never as a thing apart. 


We never split trade paper advertising away from 
the rest of an account. We have no “‘Trade Paper 
Advertising Department’, which is often a fancy 
name designed to disguise a group of apprentices 


whose main function is to keep the overhead down. 


Instead, we think of trade paper advertising for 
what it really is, or should be: An integral part of a 
carefully planned overall marketing program, a vital 
link in the endless chain which pulls products out of 


the plant and dollars back in. 


Looked at in its true light, trade advertising becomes 


extremely important, deserving the same quality of 


attention as any other marketing tool. Copy for a 
4 md ee? ” 

business paper is no longer “just a trade ad’’. Instead, 

it is a sales message addressed to men whose buying 


influence is enormous, regardless of space cost. 


We plan it as a part of an integrated program. Then 


write it with all the ability and skill we have, using 


everything that field experience and market research 


can tell us about the product in relation to the market. 


And above all, we remember that the market we’re 
trving to sell is made up of people, not statistics on 
a chart. Of men too busy to waste time on dullness, 
too intelligent to be intrigued by cuteness. Men who 
will respond to the helpfulness inherent in our client’s 
product or service, ¢/ we tell them about it interest- 


ingly and beltevably. 


We know that our way of approaching business 
paper advertising is not the cheapest way for us. But 
we believe it is the best way for our clients, and there- 
fore best for us in the long run. We think it helps 
account for the fact that we are one of the two agencies 
showing the biggest gain (27%) in the placing of 


business paper space last year. This year is good, too. 


arsteller, 
CF cbhandt 
eed Inc. 


ADVE RTI &S | NG 


CHICAGO « PITTSBURGH «¢ NEW YORK 
AFFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC. 
MARKETING COUNSEL * MARSTELLER RESEARCH, INC, 
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how to juice up yo 


Power-gulping? You said it! Know any field consuming more. kilowatts 
than the Chemical Process Industries? 
And what better indicator would you want to size-up a ngarket’s appetite 


for your own goods and services? 


Talk about yardsticks? The CPI drinks up a quarter of all electricity 

sold by the utilities, pays the bill for close to half all-manufaeturing’s 

power supply, generates more in its own plants than the réstof industry combined. 
What's more, consumption’s set to double all over again in the next 10 years, 


The big load’s still to come! 


Big load? That’s for sure! More power means automation, new plants; bigger capaciti 
More raw materials will be handled and processed . . . more conveyors 

and containers required. More equipment will be — 

... mixers, motors, instruments, packaging machines... more everything! 

And the chemical engineer will keep stepping up demand to push a never-slacking flow 


of new products from lab to full-scale, low-cost production. 


See for yourself! Take the market's pulse in the realistic pages of CHEMICAL ENGINEERING. 

Get an idea of the CPI’s volatile potentials from its own workbook in... Chemicals Buck The Trend 
— We'll Need 94% More Power By 1963 — How Much Money For New Facilities? 

Then visualize what this constant current of technological activity 


can do to spark new opportunities for you. 


But don’t stop here! Use the market aids on the opposite page for a starter. 
Get hold of your CE representative ... ask him to delineate the live-wire prospects 
for your product. Set your objectives high. And back your sales team 

with a solid schedule of low-cost, high-readership advertising 

...in the magazine more buying-powered production men prefer 


to any other... CHEMICAL ENGINEERING. 


CHEMICAL PROCESS INDUSTRIES 
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RAW MATERIALS: A 16-page booklet . .. based on a comprehensive 
study among chemicals salesmen. Covers market size, selling methods, 
buying influences. Defines the chemical engineer’s role in purchasing ... 
shows how to appeal to him in your advertising. 








POLBYTION CONTROL: It’s big stuff here ... threats of water shortage 

and choking off expansion in the CPI’s greatest growth area. And it’s 

Opening wide a whopping market in the next 10 years for your equipment, 
~materials and engineering services. 


CORROSION eats up better than §8 billion in industry every year. And 
the CPI’s very nature makes it a natural market for protective coatings, 
construction materials and equipment that stand up under tough operat- 
ing conditions. 


TRY THESE for a quick look at some rich CPI territory. For more spe- 


cifics on demand for your own goods and services ... write CE’s Research 
Dept. — or call in your CHEMICAL ENGINEERING representative. 


‘yn, 


“nore engineering-minded production men read it... 





more advertisers invest more pages in it... 


4 ; | e 0 ©, * e 
A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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National 
Petroleum 
NEWS oocoe voc ccccoes see er vce 





will be published 
monthly 


ain in November 











5-YEAR ADVERTISING RECORD 
DISPLAY PAGES — 


JUNE 1952 JUNE 1953 JUNE 1954 








ENDED JUNE 1950 JUIIE 1951 
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Cc both veadews and adverlisews 


Such an indication of major changes in National Petroleum 
News’ publication policy is news... news about the oil industry 
as well as about NPN. It signals a growth in importance of oil 
marketing operations of such scope that a new kind of publi- 


cation service is required. 


For 45 years National Petroleum News has both led and 
followed the oil industry. In November it does so again. 
NPN’s decision to expand and intensify its service to 
the nation’s oil marketing management men at this time 
was reached after extensive and conclusive research 
among its readers and careful study of their changed 
editorial needs and preferences. 


The new NPN will be edited to serve those needs in 
today’s expanded, changing oil industry. 


The new National Petroleum News will be an idea 
and know-how }-ublication to help oil marketers run 
their businesses and handle their jobs more effectively. 
It will serve its readers and its industry by concentrat- 
ing on these major subjects. 


1.) Ways to increase sales of oil products and the 
profits on those sales by more efficient merchandising 
and better methods of transportation and storage. 


2.) Ways to increase profits on associated products 
and services sold through oil marketing companies. 


3.) Better management methods, as applicable to 
the oil marketing industry. 


4.) Significant developments in technology, general 


business, governmental activities and other “outside” 
influences that affect oil marketing. 


National 


The new NPN will provide terse and interpreted in- 
dustry news, packaged in the forms found most useful 
and valuable to today’s oil marketing management men. 


Editorial planning will: center on getting the real 
meaning, the gist of the news and its significance across 
to the readers quickly and effectively. To that end, new 
presentation techniques will be employed, top impor- 
tance being accorded to editorial features based on 
thorough depth reporting of oil marketing subjects. The 
new NPN undertakes this expanded editorial service 
in November with the largest staff in its history. 


In brief, the new National Petroleum News will be for 
both readers and advertisers a better NPN. 


It will provide oil marketers with the kind of pubk- 
cation service they want and need today. 


For advertisers selling to and through oil marketers, 
the new NPN opens new opportunities to profit by NPN 
advertising. The new monthly publication schedule, for 
example, makes it economically feasible for every ad- 
vertiser to be represented in every issue of NPN with 
stronger selling space. 


Details of the many advantages for advertisers offered 
by the new NPN are available from NPN’s advertising 
representatives or the publisher. The November issue ad 
forms close October 1. 
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ELECTRICITY 
ON THE FARM 


MAGAZINE 


~ OES to a highly selective group of 
780,000 farm families with tremendous 
buying power for the farm and farm home 
This great circulation includes each issue 
some 20.000 Dealers from whom these top- 
level farms buy their electrical equipment; 
as well as to the County Agents and other 
experts to whom the readers turn for ad- 
vice on electrical purchases and applications. 
UNIQUE! 
This publication is unique in that the 
readers are actually selected, hand-picked, 
by more than 300 Electric Utilities that 
subscribe to and pay for ELECTRICITY 
ON THE FARM Magazine to go to their 
most logical prospects for electrical farm 
equipment! Paid circulation by the coun- 
try’s leading utilities! 
For 27 years this magazine has been recog- 
nized as the most vital influence in de- 
veloping rural electrification; the only na- 
tional specialized journal of its field. Exerts 
tremendous influence; the most direct and 
economical way of cultivating the electrified 


farm customer, your customer! 
Write for full information. 


CASE-SHEPPERD-MANN 
Publishing Corporation 


24 W. 40th St., New York 18, N.Y. 
8 So. Dearborn, Chicago 3 


Alse — WATER WORKS ENGINEERING, 
ABC-ABP, specializing in water supply; 
WASTES ENGINEERING, ABC-ABP, specializ- 
ing in sewage and industrial wastes; FIRE 
ENGINEERING, ABC-ABP, specializing in fire 
protection. 
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problems 


in Industrial Marketing 


on A a 


ified ABSTRACTS 
Electrical Wiring | 


Handling Power Services 
In Modern Plant Labs 


Matenals Problems. in 
Nuclear Power Reactar 
Mo 





Technical Publicity .. A hosi 


OM say 
ASHE, "10 Checks 
"on 


"onditioning’ Nir 


For Meath and Safety 


Heating “All on telowor. 


| 


Hord chrome 


con be plated to tenths 


How to get more publicity 


out of your technical staff 


men in question, and all but 
three seemed quite enthusiastic 
and agreed to cooperate. 
Today, almost a year later, I've received 
nly four articles, and one of them wasn't 
suitable for publication. 
Something is wrong, obviously. What 


prove my batting average? 


® I NOTICE you said you “received” 
only four articles. You just don’t 


“receive” manuscripts from chem- 
ists, research men, and_ technical 
men. They have to be continuously 
re-sold on the idea. You have to 
convince, wheedle, coax, and even 
flatter them into writing. 

In the first place, if they’re any 
good at all, they don’t have time to 
drop what they’re doing, and dash 
off a manuscript for you. 

Often quite a bit of study and 
research is required. Perhaps pic- 
tures have to be taken. Possibly 
charts, tables or curves have to be 
prepared. 

He'll have to do it on his own 
time, after work, or sandwich it in 
between day-to-day “must” jobs. 

On top of all of this, many tech- 
nical men find article writing diffi- 

Continued on page 62 














in selling the 
process industries 


by DON DICKSON 


Sales are born, 


ow can salesmen sell men they 
cannot see... in fact, don’t even know? 
Sales engineers whose prospects and 
customers are in the process industries 
face this problem constantly. Because 
process men work on the Q.T. to pro- 
tect their plans, your salesmen seldom 
know what's stewing inside the plant or 
the number of cooks who decide pre- 
liminary specifications before orders are 


placed. 


To run a sizable plant in these huge 
industries, process men must have at 


hand immediately hundreds of thou- 


(Advertisement) 





x 


sands of technical facts. So these 
working level process men, and top 
management too, turn first to Reinhold 
Catalogs which have served the process 


industries exclusively since 1916. 


The 1954-55 editions of Chemical Engi- 
neering Catalog and Chemical Materials 
Catalog, contain the product data of 
nearly 700 of the country’s leading man- 
ufacturers...2,500 fact-packed pages 
which help specifiers solve their most 


perplexing process problems. 


A series of “Profile Studies” reveal buy- 
ing habits of 7 ¢itle groups. Each study 
provides data on what they do—with 
whom they work—how they and their 
associates use Chemical Materials Cata- 
log...and what information is most 
helpful to them in their work. Ask your 
Reinhold Catalog District Manager, or 


write direct for your copies. 


Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


Lecee 


CHEMICAL ENGINEERING CATALOG 


for detailed, 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE 

GROUPS 


Pe eeeeeeeeeeeeeseeeeseeneeeeeeseees® 


Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<q? rRRk a” 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY OF PRODUCERS 


for detailed, 

up-to-date data on 

properties, specifications 
and applications of 
chemicals and raw materials. 


REINHOLD 


Publishing Corporation 
430 Park Avenue, New York 22, N. Y. 
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There's one sure way 


to sell the whole of 
FOUNDRY MARKET! 


O 

















d 


> 
combines .. . 


PRESTIGE — 
COVERAGE 
ECONOMY — 


RESULTS 


PRESTIGE — AMERICAN FOUNDRYMAN is the only magazine 
published by the American Foundrymen's Society, world's largest 
foundry organization. Its editorial pages feature technical articles 
by the top authorities of the industry — covering both the technical 
and practical viewpoints. 

COVERAGE — AMERICAN FOUNDRYMAN auaments its ex 
tensive paid circulation with additional controlled distribution to 
assure coverage of every foundry in the United States and Canada. 
This provides the largest circulation in the field! 

ECONOMY — AMERICAN FOUNDRYMAN'S advertising page 
rate is the lowest of any magazine directed to foundries — 29% 
lower cost-per-page-per thousand! 

RESULTS — AMERICAN FOUNDRYMAN, the technica! publica- 
tion of the industry, is read by more operating personnel (foundry 
managers, superintendents, engineers, etc.) than any other publica- 
tion in the field. These are the men who specify — these are the 
men who BUY! 


Write, wire or phone 


AMERICAN FOUNDRYMAN 


chigan Ave., Ch 


n 7-8320 
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problems .. 


jins on p. 60 


cult . . don’t like to do it. 

The following plan of attack 
should increase your batting aver- 
age: 


1, Enlist the aid of your top man- 
agement. Ask your president, vice- 
president, or boss of your prospec- 
tive author to write him a personal 
memo, requesting his cooperation. 


2. Determine to which publication 
you wish to offer the article. 


3. Between the three of you, set up 
an outline for the article. 

For example, you should discuss 
with him the importance of inter- 
esting, easy-to-read leads . . atten- 
tion getting pictures and interesting 
captions. 

If the get-together is properly 
handled, with perhaps a few mar- 
tinis, and nice juicy steak, medium 
rare, your budding author may get 
very enthusiastic about the idea. 


4. Remind him that he will get a 
by-line, and that personal publicity, 
if not overdone, can do much to 
further his career. 


5. Get him to agree to a deadline 
(wait until after the third martini 
for this maneuver). 


6. Offer an incentive. Set up a policy 
where each author receives $25 for 
each manuscript he writes . . wheth- 
er it’s published or not. Then, when 
it appears in print pay him another 
$50. The value of a published fea- 
ture article to your company will be 
far more than $75. 

Many publications pay for feature 
articles . . and any payment of this 
nature, of course, should be turned 
over to the author. 

Then to top things off, offer an 
annual award for the one or two 
best published articles of the year. 


7. Make periodic checks with each 
author as to the progress of his 
manuscript. 


All of this may seem like a lot 
of trouble to do to. But if you’re 
interested in results for your com- 
pany and yourself, it'll be well 
worth the time, effort and money 
invested. Try it. e 

















INCREASE ADVERTISING READERSHIP 








AVERAGE READERSHIP OF EACH ADVERTISEMENT INCREASES FOR ADVERTISERS 
CHANGING FROM A PART-YEAR SCHEDULE TO A FULL-YEAR SCHEDULE 


Average Readership* score of the advertisements in 1952= 100 


Publication A 


51 Starched Ads of 8 Advertisers 
appearing less than 12 months in 
1952 


Ads of same 8 advertisers appear- 
ing all 12 months of 1953 


Publication B 


81 Starched Ads of 7 Advertisers 
appearing less than 12 months in 
1952 

Ads of same 7 Advertisers appear- 
ing all 12 months of 1953 





128 





*READERSHIP SCORES used in this analysis are those developed by Daniel Starch and Staff through 
personal interviews of readers. Field interviewers conducted approximately 2,400 readers through the 


issues page by page and asked in each case, 


‘“‘Did You Read Half or More of This Advertisement?’’ 





TO DETERMINE the readership of advertise- 
ments in relation to the number of months per 
year in which a company advertises, McGraw- 
Hill Research analyzed the readership ratings 
of all the advertisers in two business publica- 
tions who used part-year, discontinuous sched- 
ules in 1952 and who expanded to full-year 
schedules in 1953. 

THE RESULTS showed that advertisers using 
continuous, full-year schedules averaged from 
23 to 28% greater readership per advertisement 
than when they used interrupted schedules. 


CONCLUSION: This study (summarized in 
Data Sheet #5127) indicates that advertisers 
whose advertisements appear consistently—in 
issue after issue—attract more readers at less 
cost per reader. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to adver- 
tising performance and effectiveness, ask your 
McGraw-Hill man. 





McGRAW-HILL PUBLISHING COMPANY, INC. _ 
\ i | 


a. M-GRAW-HILL few 
ABD 330 WEST 42nd STREET, NEW YORK 36 N. Y. ap QE? $0n sUSINESS 
uy 


ie FO 8 Bois? t @ 8 
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@ BIGGEST CIRCULATION — 78,234 subscribers, more than 
twice as many as any other magazine serving the 85 billion dollar 
chemical and process industries. 


@ BIGGEST COVERAGE — of all titles and functions in the 

cpi “buying team”: company officials, works executives, supervisors, 
foremen, engineers, research directors, chemists and consultants. 

@ THE COMPLETE MAGAZINE — complete general news coverage, 


complete cp technical information (the only place industry men 
can find the full industry story) and complete buyer service. 


@ BROADEST SCOPE...DEEPEST PENETRATION — 
reaching all buying titles and functions, and reaching deep within 
them with a big circulation in each category. 


Advertising Management: 


meerermemeras CHEMICAL AND ENGINEERING perl 


, Publication 
430 Park Avenue — 


New York 22, N. Y . 
Chicago i ’ i . 
Cleveland E 
San Francisco 
Los Angeles 





Seattle 
Dallas 
Denver The Complete Newsmagazine of the Chemical World 
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Industrial sales boost 


capital investment, expansion 


By Curtis Fuller Editor ¢ Industrial Marketing Annual Market Data & Directory Number 


™ THE NEW TAX LAW signed by 
President Eisenhower in August 
will encourage greater industrial 
buying. 

The encouragement will come 
from tax write-off provisions de- 
liberately designed, in the words of 
the Senate Finance Committee, “to 
help maintain the present high level 
of investment in plant and equip- 
ment.” 

The provisions do not go as far as 
the Korean War concessions but 
they reach deeper into industry and 
they have the great advantage of 
being a reasonably permanent pol- 
icy. 

By allowing more realistic de- 
preciation policies, the new tax law 
at a minimum establishes a sounder 
basis for machinery write-off, new 
equipment reserves, and ultimately 
sounder purchasing policies. In ad- 
dition, the law is expected to en- 
courage increased buying immedi- 
ately in selected industries. 

The measure applies to all ma- 
chinery and equipment, industrial 
and commercial buildings, rental 
housing, and farm equipment, ma- 
chinery and buildings. Among the 
reasons it should help increase in- 
dustrial sales are the following: 


e The faster tax write-off will in- 
crease available working capital and 
substantially aid growing businesses 
in financing expansion. Business 
men considering new machinery 
will be guaranteed a chance to get 
back in tax-free income a relatively 
large part of their investment in a 
shorter period. 


e More after-tax income will be 
available for depreciation reserves 
and thus for further investment in 
capital equipment. 

Continued on page 66 
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The new tax depreciation provisions .. how they work 


Here are the methods which taxpayers 
may now use to depreciate their plant and 
equipment. They are applied as an ex- 
ample to an Onsrud Model A-24 vertical 
milling machine which costs about $20,000 
and has an approved depreciation period 
of 20 years. The depreciation is based on 
an arbitrary assumption of no salvage 
value at the end of the 20-year period. 


Straight-Line Method . . Taxpayers may 
continue to use this method, which spreads 
deductions uniformly over the “useful life” 
of a facility. Under it, our Onsrud milling 
machine is depreciated at the straight-line 
rate of 5%, or $1,000 per year until it has 
been completely written off at the end of 
20 years of service. 


Declining Balance Method .. A rate 
twice as high as the straight-line rate is 
used, but it is applied only against the un- 
depreciated balance of the cost. Thus, our 
Onsrud milling machine would be depreci- 
ated 10% of the declining balance each 
year. The first year depreciation would be 
10% of $20,000, or $2,000; the second year 
it would be 10% of the $18,000 balance, 
or $1,800, and so on. At the end of five 
years under this method, a total of $8,190 
will have been written off, compared with 
only $5,000 under the straight-line method. 
The declining balance method permits 
about 40% of the cost of a facility to be 
written off in the first quarter of its service 
life and about 65% during the first half of 
its service life. 


Under the declining balance method, a 
facility can never be completely written 
off. Therefore, the law permits the taxpay- 
er to switch to the straight line method at 
any time he wishes. Taxpayers will find it 
advantageous to take the maximum de- 
preciation possible under the declining 
balance method, then switch to the straight 
line method where it is most profitable for 
them to do so. In the case of the Onsrud 
Milling Machine, this would be at the end 
of the tenth year, when $13,027 would 
have been written off and the remaining 
$6.973 would be depreciated at the rate 


of $697.30 per year for an additional ten 
years. 

Sum of the Years Digits Method . . De- 
preciation is by a formula in which the 
rate is a fraction. The denominator is de- 
termined by the useful life of the facility 
and the numerator by the year in ques- 
tion. The denominator is the sum of all the 
numbers of the life figure. In the case of 
our Onsrud machine, the depreciation pe- 
tiod is 20 years. The denominator thus 
becomes 20 plus 19 plus 18 plus 17 and 
so on adding up all the years to arrive at 
a total of 210. The numerator then becomes 
the year for which depreciation is taken. 

Thus, the first year our Onsrud machine 
would be depreciated 20/210 x $20,000, or 
$1,904.80. In the second year the deprecia- 
tion would be 19/210 x $20,000, or $1.- 
809.56. At the end of five years the de- 
preciation by this method would be $8.- 
571.60, instead of $5,000 by the straight- 
line method and $8,190 by the declining 
balance method. At the end of 10 years it 
would be $14,762.20, compared with $10,- 
000 and $13,027. 

Nearly 75% of our Onsrud machine 
would be depreciated at the end of half of 
its life by this method and under the no- 
salvage assumption made at the begin- 
ning. 

Any other depreciation method may 
be used that does not permit more rapid 
depreciation than these other new methods 
during the first two-thirds of the equip- 
ment's useful life. 


SPECIAL NOTES: 

@ The liberalized depreciation methods 
are only available for assets with a serv- 
ice life of over three years. 

@ They apply only to new assets first put 
into use after Dec. 31, 1953. 

w They do not apply to second-hand 
equipment or property. 

@ To determine the useful life of machin- 
ery, the Internal Revenue Bureau's Bulletin 
F will still be used as a guide. 
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Typical Unit . . This $26,000 TD-24 
crawler, an International Harvester unit 


has a six-year depreciation period. 











["~] New declining balance method 
Gl New sum of digits method 
GH Old straight line method 






































How It Will Depreciate . . Crawler can be depreciated old way, or two new ways 
allowing faster write off in early years. Result: more capital for buyer to invest in new 


equipment .. 


How the new tax law will depreciate 


a machine, allow faster write-off 


ntinued from preceding page 

@ Small business men and farmers, 
particularly, who are especially de- 
pendent on their current earnings 
or short-term loans to obtain funds 
for expansion will be aided. Faster 
recovery of capital investment pro- 
vided under the law will permit 
them to obtain short-term loans not 
otherwise available. 


e The government has estimated 
that the depreciation provisions will 
cost the Treasury $400,000,000 in the 
current fiscal year and even more in 
later years. They will affect some 
9,600,000 individuals and_ 600,000 
corporations. The $400,000,000, how- 
ever, is only the amount expected to 
find its way directly from the pock- 
ets of the government into the pock- 
ets of the taxpayers. Such a benefit 
could encourage a much greater 
volume of industrial sales . . just as 
a cost reduction often persuades a 
buyer to invest a much larger 
amount of money. The new incen- 
tives may tip the scales in favor of 
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a purchase which would not other- 
wise be made. 


e There will be less risk in invest- 
ments of all kinds. 


Forecast More Buying . . How 
are specific companies reacting to 
the new law? An IM survey of both 
buyers and sellers immediately aft- 
er the measure had been enacted 
showed that buyers appear to be 
more aware of the law’s provisions 
than sellers. It also showed a gen- 
erally favorable attitude for in- 
creasing purchases. 

Among those who believe that the 
law will not immediately encourage 
buying within their specific indus- 
tries is T. W. Bonnevier, comptroller 
of Acme Sieel Co., Chicago, who 
said: “We are not going to change 
our purchasing policies as a result 
of this law, although we may make 
certain changes in depreciation pol- 
icy. We do not buy equipment un- 


less our research indicates it will be 


more sales for industrial equipment manufacturer. 


profitable to us. Admittedly we are 
conservative, but we know we are 
going to have to pay for the ma- 
chinery in the end. We just don’t 
have a crystal ball handy. Maybe if 
we depreciate rapidly now, we will 
be sorry if tax rates are higher in 
the future. That happened in World 
War II, and it could happen again.” 

Similarly, John W. D. Wright, as- 
sistant comptroller of International 
Harvester Co., Chicago, does not 
believe the liberalized depreciation 
provisions will have a material ef- 
fect on his company’s capital in- 
vestment program. 

“We consider the factor of busi- 
ness opportunity a much more im- 
portant one in determining whether 
capital expenditure projects will re- 
ceive approval or not.” Mr. Wright 
explained. “In connection with any 
individual project, the question 
practically never arises as to the 
write-off status of equipment pro- 
posed to be replaced. It is true that 
the total capital expenditure pro- 
gram is related each year to the 
total amount of depreciation write- 
off for the year, but this is consid- 
ered purely as a very general gage 
of the relative importance of the 
program.” 

Mr. Wright believes that most 








How a $26,000 machine will depreciate in six years .. the old way and two new ones 


The Actual Figures . . Here are dollar figures from chart, left. Salvage value is assumed to be $3,000 under straight line and sum 


of digits methods. Thus only $23,000 is amortized. Under declining balance method, full 


of $2,282.58 is assumed salvage value. 


business managements plan their 
capital expenditure programs on a 
basis of profit opportunities rather 
than funds which might be available 
from depreciation. 


Four Industries Affected . . What 
kinds of industries, then, will be 
most inclined to expand their buy- 
ing as a result of the new tax pro- 
visions? 

There are at least four types: 

1. Industries with a rapid ma- 
chinery obsolescence rate. 

2. Industries with rapid style 
changes which necessitate new ma- 
chines to keep pace with the styles. 

3. Small businesses which get 
positive and immediate financial aid 
through the tax provisions. 

4. Growth industries, such as the 
chemical process industries, ura- 
nium mining, and so on. 

There is pretty general agree- 
ment, for example, that equipment 
purchases will be stimulated by the 
new tax law in the engineering con- 
struction industry. Frank Skidmore, 
director of industry relations for the 
Associated Equipment Distributors, 
says, “If a contractor is able to get 
the biggest part of his equipment 
amortized in its first years, he will 
be encouraged to buy new equip- 


ment.” 

Michael Garber, director of sales 
for the Thew Shovel Co., Lorain, O., 
believes the new provisions will 
help equipment sales in _ several 
ways. “We’ve been plagued by a lot 
of rental and rental-purchase deals 
that contractors have been going 
into. For the next three or four 
years at least, we'll see a lot more 
sales of heavy equipment to big 
contractors. The new provisions will 
help relieve the burden of financing 
deals which have been a problem 
for many distributors,” he said. 


Used Equipment Ineligible .. 
Both Mr. Skidmore and Mr. Garber 
believe that a used equipment prob- 
lem may develop, at least in the 
construction equipment field. The 
accelerated depreciation provisions 
do not apply to used equipment. As 
a result, used equipment markets 
may suffer from additional used 
equipment being thrown on the 
market at the same time it becomes 
less attractive, tax-wise, to buy. 
“Dealers with a lot of old iron in 
their yard are probably going to 
have lower prices,” Mr. Skidmore 
said. “But who can say how much.” 

Regardless of tax benefits from 
the new law, sound business prac- 


amount is amortized. Undepreciated balance 


tices will continue to determine 
purchasing decisions. “A piece of 
heavy equipment must pay its own 
way, and not only that, it must 
make a profit,” says Harold Hess of 
the Construction Industry Manu- 
facturers Association. “When you're 
bidding on a job you've got to have 
the best equipment to do the work 
most efficiently. That comes first.” 

Industry observers on the whole 
take an optimistic view on the effect 
of the law. Richard R. MacNabb, 
research economist of the Machin- 
ery & Allied Products Institute, 
points out that while the law will 
not necessarily lead to increased 
sales, the potential is there. 

Mr. MacNabb is critical of the 
former law and says that in count- 
less cases it worked an injustice by 
not correctly reflecting true depre- 
“If you don’t write off 
equipment as depreciation really 
works out, vou are taking some of 
your capital account and calling it 
income,” he says. 

“If you call this money income 
that should have been put into de- 
preciation reserves, you are likely to 
pay dividends on it,’ Mr. MacNabb 
observes. “Dividends are paid to 
stockholders and are not available 
for capital purchases.” 


ciation. 
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If business conditions continue at 
a high level, the new law definitely 
makes available to business funds 
they would not otherwise have to 
buy capital equipment, Mr. Mac- 
Nabb points out. 


No Boon for Some .. The tax 
provisions will have their greatest 
immediate effect on the growth in- 
dustries. Industries which tempo- 
rarily are not growing, or like the 
railroads are temporarily declining, 
must accept the views of a purchas- 
ing agent for a steel company who 
said: “Our purchases of capital 
items in the last half of this year 
will probably be nil. After all, it 
doesn’t make any difference how 
fast you can write it off if you don’t 
need it. In the steel industry we 
have purchased all the equipment 
we need in the foreseeable future. I 
see no change unless we again em- 
bark on a policy of expansion.” 

The long-time effects of the law 
will be more important than the 
short-time effects. Few look for an 
immediate upsurge in business. 

“At the outset it’s a matter of ac- 
counting,” says Irwin H. Such, edi- 
tor of Steel. “As buyers get used to 
it and take advantage of more lib- 
eral write-offs on their equipment, 
buying seems destined to increase.” 

Writing in Steel, Herbert L. 
Tigges, executive vice-president of 
Baker Brothers, Inc., Toledo, and 
president of the National Machine 
Tool Builders Association, says, “I 
think it’s long range. In the first 
place, the users of machine tools 
have to know more about the tax 
law, study it, see its advantages and 
evaluate it in terms of their own 
business.” 

Charles J. Stilwell, president of 
Warner & Swasey Co., Cleveland, 
agrees. “I don’t think there is going 
to be an explosion of new orders. I 
think, over the long run, without 
any question, it is going to have an 
effect on machine tool orders and 
heavy equipment.” 

The law’s delayed effect on many 
industries has obvious causes. James 
C. Custer, editor of Automotive In- 
dustries, points out that new equip- 
ment plans are made 18 to 24 
months ahead in his field. Major 
commitments for 1955 have already 
been made as companies continue to 
purchase on an economics basis. 
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“But the new tax legislation will 
brighten the outlook and improve 
purchasing attitude. It will definite- 
ly increase purchases of replace- 
ment equipment,” he said. 

Surveys conducted by McGraw- 
Hill’s department of economics have 
repeatedly shown that large num- 
bers of companies would spend 
more on new plant and equipment 
if they were allowed to depreciate it 
more rapidly for tax purposes. 


New Incentives .. “From a pre- 
liminary examination of the law,” 
says Robert P. Ulin of McGraw- 
Hill, “it appears to us that the new 
provisions offer substantially new 
incentives for the purchase of 
equipment with a moderate unit 
price, such as mining machinery, 
construction machinery, textile ma- 
chinery or machine tools. 

“In the case of large structures, 
such as power plants or petroleum 
refineries, the capital cost may be 
too high for the concessions offered 
by the tax law to have much ef- 
fect. It should also be kept in mind 
that, for many of these large instal- 
lations, depreciation ailowances un- 
der the defense program were more 
liberal than the allowances now 
available even under the new law.” 

Mr. Ulin agrees with Congress 
that the law will be most helpful to 
small business firms. One reason is 
that these companies could not get 
into the type of project that re- 
ceived accelerated depreciation al- 
lowances under the defense pro- 
gram. However, it will take some 


time for small business firms to 
realize fully the advantages of the 
new law. 

“At the present time,’ he warns, 
“there are important non-tax fac- 
tors which may limit plans to buy 
new equipment. These include idle 
capacity in various industries and 
lack of capital on the part of many 
small firms. 


A Long Run Benefit. . “For large 
firms, one must recognize the much 
greater (although temporary) in- 
centives offered by the defense pro- 
gram and the great expansion that 
has taken place. In the long run, the 
new law may be a much greater 
stimulus to investment than appears 
under present conditions. Even if 
the immediate effects are not spec- 
tacular, this tax change has been 
very desirable.” 

It is generally agreed that the 
new law will not have as explosive 
an effect in encouraging industrial 
buying as did the special write-off 
provisions accompanying the Kor- 
ean War. But it establishes a sound 
basis for purchasing policies by 
treating depreciation more realis- 
tically and for the long haul. And it 
has the further advantage of ap- 
plying to everyone. 

No one expects any company to 
buy capital goods solely because the 
new law exists. But it will influence 
purchases favorably and in many 
cases it will be the decisive factor 
in arriving at a decision. It is a tool 
of which sellers can make good use. 

® 


New tax law promises kinder 


treatment, spur for research 


® INDUSTRIAL RESEARCH has grown 
from an annual expenditure level of 
$100,000,000, 20 years ago, to $2.5 
billion today. And if it continues 
growing at the same rate it will 
reach $25 billion by 1973, according 
to Dr. Yale Brozen in Industrial 
Laboratories. 

This is a large and growing mar- 
ket for industrial sellers in a field 
which has been singled out by the 


new tax law for more favorable 
treatment. 

Under the new law, companies 
have the option of capitalizing their 
research expenditures and amortiz- 
ing them over a period of five years 
or longer, or of writing them off as 
current expenses. 

The law will help increase sales; 
how much is not certain. It will not 
mean as much to large companies 

Continued on page 188 
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IM presents a portfolio 


of award-winning industrial ads 


29 blue-ribbon advertising achievements .. what made them click 


‘ 


® AN UNPRECEDENTED “portfolio” of 
award-winning industrial advertis- 
ing, complete with details about 
what made it unusual, is presented 
on the following pages. 

For the first time in the industrial 
advertising field, all of the single 
ads, campaigns and sales promotion 
pieces that won major national 
awards in the past year, have been 
gathered in one spot and presented 
along with detailed stories on each. 
Some 29 stories are included, each 
telling about the marketing, mer- 
chandising or advertising factors 
that made the advertising stand out. 

The details were gathered from 
the advertisers themselves. 

Only first place awards are cov- 
ered, except for the second and third 
place Putman awards. The awards: 

The National Industrial Adver- 
tisers Association’s annual “Top- 
pers” awards for excellence in 13 
classifications. 

Associated Business Publications’ 
annual awards in six industrial clas- 
sifications. 

Putman Publishing Co.’s annual 
awards for best results and best 
documentation of results from in- 
dustrial advertising. 

The National Industrial Distribu- 
tors Association and the Southern 
Industrial Distributors Association’s 
jointly sponsored annual awards for 
manufacturers’ advertising that best 
states the benefits of buying through 
industrial distributors. 

The classification in which each 


advertiser won is listed at the start 
of each story, along with the name 


of the advertiser and the award 
sponsor. 


The judges who selected these 
blue-ribbon ads and campaigns 
ranged from advertising specialists, 
such as judged the NIAA Toppers 
competition, to a group which large- 
ly knew advertising only as busi- 
ness publication readers . . the 
group which judged the ABP com- 
petition. (For Copy Chasers’ eval- 
uation of the judging, see page 161.) 


The award winners, whose adver- 
tising is covered in the portfolio, 
are: 


NIAA Toppers 

Archer-Daniels-Midland Co., Minneapolis; 
agency, Vance Pidgeon & Associates, 
Minneapolis. 

Armour & Co., Chemical Div., Chicago; 
agency, Foote, Cone & Belding, Chicago. 

Atlas Powder Co., Wilmington, Del; agen- 
cy, Aitkin Kynett Co., Philadelphia. 

Combustion Control Corp., Boston; agency, 
Horton-Noyes Co., Providence, R. I. 

Delta Power Tool Div., Rockwell Mfg. Co., 
Pittsburgh; agency, Marsteller, Gebhardt 
& Reed, Pittsburgh. 

Du Pont, Finishes Div., Wilmington, Del.; 
agency, Batten, Barton, Durstine & Os- 
born, New York. 

General 
Div., Schenectady, N. Y.; agency, G. M. 
Basford Co., New York. 

B. F. Goodrich Co., Cleveland; agency, 
Griswold-Eshleman Co., Cleveland. 

Lewis-Shepard Products, Watertown, Mass.; 


Electric Co., Apparatus Sales 


agency, Horton-Noyes Co., Providence, 
rb 
Norton Co., Worcester, Mass.; agency, 
James Thomas Chirurg Co., Boston. 
Parker Appliance Co., Cleveland; agency, 
Fuller & Smith & Ross, Cleveland. 


Society of the Plastics Industry, New York; 


oe? 


agency, G. 


Cleveland; 


Chesapeake & Ohi 
agency, Robert Con Cleve- 
land. 

Du Pont, Wilmington, Del.; agency, Batten, 
Barton, Durstine & Osborn, New York. 

Ohio Crankshaft Co. 


Carr Liggett Advertising, Cleveland. 


Cleveland; agency, 

Timken Roller Bearing Co., Canton, O.; 
agency, Batten, Barton, Durstine & Os- 
born, Cleveland. 

U. S. Steel Corp., Pittsburgh; agency, Bat 
ten, Barton, Durstine & Osborn, New 
York, Pittsburgh. 

Walter Kidde & Co., Belleville, N. J.; 
agency, Cunningham & Walsh, New 
York. 


Putman 
Kearney & Trecker Corp., Milwaukee; 


agency, Klau-Van  Pietersom-Dunlap, 
Milwaukee. 

LeTourneau-Westinghouse Co., Peoria, IIl.; 
agency, Andrews Agency, Milwaukee. 

Mack Trucks, Inc., New York; agency, 


Doyle, Kitchen & McCormick, New York. 


Distributors Assn. 

Lincoln Engineering C cata- 
log prepared without agency help. 
Morse Twist Drill & Machine Co., New 
Bedford, Mass.; Sutherland- 

Abbott, Boston. 

New York Belting & Packing Co., Passaic, 
N. J.; agency, Fletcher D. Richards, New 
York. 

Nicholson File Co., Providence, R. I. 
agency, N. W. Ayer & Son, Philadel- 
phia. 


agency, 


Mass.; 
James Thomas Chirurg Co., Boston. 

The L. S. Starrett Co., Athol, Mass.; agen- 
cy, Walter B. Snow & Staff, Boston. 


Norton Co., Worcester, agency, 
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10 Colorful Kitchens 


FOR 


Get Your Free Copy of New Portfolio Containing 
the Favorite Color Schemes of 10 Fomous 
Home Decorating Editors 


We're working wonders, weet-ends! Ber dy 
‘ g odorless paints, casy-to-use roll 


find Week-End Decoratung 
jess paints roll or brush on 
rs. Gay, but practical 
ons, caps, bandannas 


Hew beevtitu! can © kitchen be? You'll find 10 enchanting 
ful color schemes gay decorating ideas 

Kircnens. Drop by your paint 

dealer's and pick up your copy with his compliments. It's just 

like having the country’s most famous home ” 

right with you to make you 

easy to live with! Best of all. « 

match every shade of pain 

You can buy all the paint needed to give y 


corated with cartoons and gay savings that contribute - 


hice ais Dag bien ate ry Weeb-End Decorating yourself — this very week-end 


schemes selected by editors of 
leoding mogerines! 


No Mention of Product .. NIAA Topper award-winning ads for Archer-Daniels-Midland don’t mention product 
irying the ads, aimed at end customers via Better Homes & Gardens, boosted sales. 


s and other things used in paint. 


Ads play down company name, 


omit product, pay off, anyway 


By Ge 
ager, Archer-Daniels-Midland Co., Minne 


ne Fowler . . Advertising Man 


® EIGHTEEN MONTHS ago a group of 
us from our advertising and sales 
departments squared our shoulders, 
took a couple of deep breaths and 
then stepped before our executive 
committee. We outlined an adver- 
tising campaign that called for: 

* A series of full-page, four-color 


advertisements which cost more 
than $17,000 each and that did not 
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AT TOUR PAINT DEALERS you ll find everyihe 


NIAA Topper 
Archer-Daniels-Midland Co. 


For Creating Good Will 


mention our product in which 
our firm name was to appear once 
in eight point. 

- A “do-it-yourself” campaign for 
the paint industry that did not con- 
tain the phrase “do-it-yourself” in 
headlines or copy. 

* A program which put as much 
sales push behind competitor’s 
products as our own! 

* $100,000 to finance a group of 
sales aids which did not carry our 
company name or products. 

* A campaign in which everyone 
was invited to join, customers and 
competitors alike. All we asked was 
that they join a crusade to sell more 
paint. 


. alkyd resins, 


And we don’t make paint! 

And furthermore, we don’t expect 
to because paint manufacturers are 
some of our best customers. How- 
ever, as one of the country’s lead- 
ing suppliers of alkyd resins, paint 
vehicles, drying oils and protein 
for emulsion paints, our company 
has a vital stake in paint sales 
at all levels. That is why our execu- 
tive committee approved the budget 
for the Week-End Decorator Cam- 
paign. 

In June, 1953 . . when the paint 
industry was eyeing the spectacular 
sales records being set by plastic 
tile and other products riding the 
crest of the “do-it-yourself” move- 





ES e 


ASMA Nes tee 
™ 














Se od ot Re g it off! 
WEEKEND oar 


the Homeowner's dollor! 


A PORTFOLIO or 
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* | WEEK-END Dx 
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merwe? rating heme dereration cdiean 


Look, Bill, You're Painting! . . Company invested $100,000 in sales aids t 


Decorator kit 


ment, ADM announced the Week- 
End Decorator. It offered advertis- 
ing support in Better Homes & 
Gardens, endless publicity oppor- 
tunities and most important of all, 
sales promotional aids specifically 
designed for promotions at the paint 
dealer level. These sales-making 
gimmicks ranged all the way from 
Week-End Decorator tags to link 
paint brushes and rollers and sim- 
ilar accessories to the program . . 
to Week-End Decorator painting 
aprons, caps and bandanas for the 
family to wear on a week-end. 

The theme of the campaign was 
“It’s easy! It’s fun! It’s thrifty! to be 
a Week-End Decorator” and we 
made it a fun campaign with such 
slogans as: “More fun than paintin’ 
the town,” “Ramona. . no aroma!”, 
“Look, John, you’re painting over 
Mother’s picture!” 

The Week-End Decorator was 
first announced to 60 paint manu- 
facturing executives at the annual 
ADM Northwoods Paint Sales Clin- 


offered through paint dealers (via ads) included paint cap, apron 


ic on June 18, 1953. 

To carry the news to the rest of 
the industry, ADM scheduled meet- 
ings for paint» manufacturers and 
jobbers in 18 major cities. 

A special strip film called “The 
House that Alice Painted” helped 
our sales representatives present 
the campaign at these meetings. 
And because the film didn’t men- 
tion ADM, manufacturers used it 
to present the program to their own 
salesmen and dealers. 

On “W-D Day,” just two months 
later, a hundred paint manufactur- 
ers and scores of jobbers had re- 
vamped their sales and advertising 
campaigns to tie in with this new 
industry movement. 

Although we encountered prob- 
lems that would make 
man weep,” we were thrilled at the 
way manufacturers responded to 
the campaign. In addition to order- 
ing point of sale material from us 
(which we purchased in huge quan- 
tities and supplied at cost) many 


“a strong 


created their own campaigns. 


Magazines Help .. As the cam- 
paign gathered momentum, we felt 
its pulse and found out that paint 
manufacturers wanted additional 
sales helps . . full color books con- 
taining decorating suggestions, how 
to paint, etc. Preparing such was 
almost impossible for our limited 
staff and we wanted to keep pro- 
duction costs low . . because that’s 
one of the secrets of the campaign 

. unusual sales helps at low cost. 

The solution to this came when 
we called on the editors cf fourteen 
leading home service and decorat- 
ing magazines. We explained the 
objectives of the “Week-End Dec- 
to them and asked them to 
loan us their prized 
process engravings and koda- 
chromes to produce colorful room 
portfolios for the industry. When 
they joined the campaign which at 
that time included 250 manufac- 
turers, we were well on the way 


orator” 
four-color 
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to making “Week-End Decorator” 
a household phrase 

In addition to kodachromes which 
showed their favorite color schemes, 
editors supplied us with copy which 
explained why these color combina- 
tions were good. One publication 
supplied copy and cuts for a 68-page 
Week-End Handbook. 


Another consumer magazine pub- 


Decorator's 
lished a special issue devoted to 
Week-End Decorating. 


97% Like It .. Just recently we 
mailed a questionnaire to paint 
manufacturers to find out if the 
campaign was helping them. Over 
40) returned their questionnaires, 
with answers like these: 

Should the program be contin- 
ued? .. 97°; requested that we con- 
tinue or expand it. 

Was the Week-End Decorator in- 
creasing their sales? . . 90° said 
“Yes.” 

In addition to these and other 
questions, we asked manufacturers 
to rate past sales helps and to tell 
us what they'd like us to prepare 
for their 1955 campaigns. 

Although they took a = few 
“whacks” at some of our favorite 
sales helps, they did a superb job 
in outlining our 1955 campaign. 

The campaign was merchandised 
to the paint industry via ads in 
trade publications and by a mimeo- 
graphed bulletin called the “Paint 
Merchandiser.” The latter reported 
the progress of the campaign, new 
promotions and continuously sug- 
gested ideas for newspaper, radio 
and TV publicity. Of course our ads 
in consumer publications were mer- 
chandised “like crazy” to everyone. 

Since the program started, it is 
estimated that participating manu- 
facturers have invested about $700,- 
000 in the Week-End Decorator pro- 
motion. This has included time on 
a national TV network, four color 
ads in consumer publications, news- 
papers, businesspapers and radio. 

The Week-End Decorator drive: 

1. Helped our paint manufacturer 
customers sell more merchandise. 

2. Opened top management doors 
to ADM salesmen. 


3. Helped level seasonal slumps. 


4. Helped get new accounts. * 


“~ 


Here's how ROCKMASTER 
blasting helps control throw 


B 


ATLAS EXPLOSIVES 


at 


wen Everything for Blasting 


ATLAS POWDER COMPANY WILMINGTON 99 DELAWARE 
Offices in principal cities 


NIAA Topper 


Atlas Powder Co. 


For Introducing “News” into an Established Product 


‘Machine gun’ wins a point, 
result: top promotion 


By J. H. Dannenberg . . Assistant Adver 


la TATs) 


nA z 4] 5 4 , 
tising Manager, Atlas rowader Co., W1- 


mingion ei. 


® JUST ABOUT everyone knows that 
promotion of a standard product in 
a saturated market demands vigor- 
ous exploitation of every possible 
product advantage or _ technical 
achievement, no matter how small. 

The Atlas explosives program 


differed from competitors’ in just 
one technical application. It looked 
insignificant at first glance, but 
Our competitors recommend 
shooting large diameter blast holes 
with detonating fuse thereby initi- 
ating the blast at the top of the 
hole. But the Atlas technical di- 
vision and_ sales_ representatives 
recommends shooting large diameter 
holes with electric blasting caps at 


the bottom of each hole. Our com- 





72 / Industral Marketing 














petitors say this is not safe. We 
are convinced it is perfectly safe 
and it can produce better blasting. 


Customers Skeptical .. This is a 
difference of long standing. Our 
technical people are convinced that 
initiation of a blast at the bottom of 
a hole gives better breakage, better 
control and more efficient use of 
explosives energy . . with less noise 
and vibration. We have been telling 
explosives buyers this story for 
years. The only trouble has been 
that many buyers simply didn’t be- 
lieve us. 

So the problem was how to drive 
home the advantages of bottom in- 
itiation. The solution came as quiet- 
ly as snow on the east wind. We 
had been taking pictures of blasts 
for years, but movie negatives were 
too small for enlargement and use 
in ads, and still photographs, which 
had a large enough negative, showed 
only one instant of a blast. 

Partly to satisfy our own desire 
for large negatives of different pe- 
riods in a blast and partly to satisfy 
those in the technical division who 
wanted to see the whole course of 
rock action during a blast, we in- 
vestigated the use of an Army aeri- 
al camera called a K-24, a sequence 
camera that takes three pictures a 
second on a 5x5” negative and has 
been dubbed by the newspapers, 
who use the same type for sports 
pictures, a machine-gun camera. 

The ability of the machine-gun 
camera was apparent from the start. 
The clear 8x10” glossies showed 
everything that happened during a 
quarry or open pit blast. If any ex- 
plosives gas blew into the air and 
made a lot of racket, this showed 
up as puffs of smoke. If any rock 
was thrown over the highway onto 
nearby dwellings, it-could be seen 
in the pictures. 

And the reverse was also true. 
If we had a good blast with all the 
explosives gases confined and the 
rock well broken and placed in a 
good pile, if the throw or rock was 
so directed so that it did not fall on 
railroad tracks or dwellings, this 
was proved by the “big eye.” 


Big Blasts, Well Done . . Thanks 
to the ability of our sales repre- 


sentatives who fire most large size 
blasts and to the developments of 
our technical division, and also to 
the quality of our product, most 
Atlas blasting is mighty good. As 
a result, most of the pictures we 
obtained were of extremely fine 
and unusual shots. 

The technical division studied the 
pictures and told us what they saw. 
Our sales representatives kept us 
informed of difficult blasting prob- 
lems and large blasts scheduled in 
the near future. The problem now 
was how to exploit this material in 
all fields of advertising and sales 
promotion to give it its maximum 
effect before anyone else used this 
same idea. 


Natural for Ads .. Publication 
ads and technical publicity were 
naturals for the machine-gun cam- 
era pictures. Now we could show 
the proof of our claims. We could 
compare top vs. bottom initiation 
pictorially. Machine-gun camera 
pictures in suburban quarries, in 
other conjested neighborhoods and 
particularly construction jobs near 
highways, gasoline tanks and rail- 
road tracks were widely circulated. 

One quarry actually built a 
greenhouse on the quarry floor and 
we were able to take pictures of 
blasts immediately in front of it to 
show that “Atlas-style” blasting did 
not throw rock to break the win- 
dows or cause air blast or vibration 
to break the windows or crack the 
foundation. 

The pictures were first used in 
technical publicity and space ad- 
vertising in Coal Age, Construction 
Methods & Equipment, Engineer- 
ing & Mining Journal, Engineering 
News-Record, Highway Builder, 
Mining Congress Journal, Mining 
World and Western Construction. 
This campaign won our Topper 
award. 

Then we equipped our 115 sales- 
men with albums containing glossy 
photographs of all types of blasting 
we had covered so far and we kept 
sending them new sets to add to 
this album. These albums are used 
by sales representatives in explain- 
ing to customers the advantages of 
our methods and to point out to 
them the results of blasting by other 


methods. Both good and bad shots 
are shown. 


Movies, Too . . The problem of 
applying machine-gun pictures to a 
motion picture was a little more 
complex. A special 17-minute movie 
called “The Inside Story” gradually 
evolved using short bits of live ac- 
tion and some animation to illus- 
trate the points driven home by the 
machine gun pictures which showed 
up in the movie as slide motion 
pictures. 

Our technical literature took on 
a new look as a result of decoration 
and illustration with machine gun 
pictures. Our booths at trade shows 
became extremely photographic 
with flashing machine gun pictures 
of various types of blasting and mo- 
tion pictures accompanying them. 
The pictures also gave us material 
to start a customer 
“Better Blasting,’ which is mailed 


publication, 


quarterly to 20,000 explosives users. 
Our advertising agency, the Aitkin- 
Kynett Co., and our technical pub- 
licity agency, Harry W. Smith Inc., 
played a big part in making the pro- 
gram a reality. 

The results of a campaign like 
this are hard to measure. True, 
there have been cases where pros- 
pects have been so impressed by 
the pictures that they have ordered 
quantities of powder forthwith. And 
there have been many 
where special solicitations with 
machine gun camera pictures have 
resulted in large orders. 

But most of the time we have 
stayed within the proper sphere of 
advertising; we have excited curi- 
osity, aroused interest and helped to 
create brand preference. The sales- 
man still has to make his presenta- 
tion effectively and close the sale. 


instances 


But we no longer have the feeling 
that explosives advertising and ex- 
plosives selling are miles apart. In 
trade reports and personal contact 
our salesmen freely acknowledge 
the teamwork between us. We have 
a “happy conspiracy” in the com- 
mon task of selling a good product 
and an advanced blasting technique. 

Meanwhile, we hope to extend the 
use of the camera still further in 
direct sales solicitations before it 
has become obsolete. a 
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DELTA QUALITY 
ss MAKES THE DIFFERENCE 


Learning a Lesson . . One distribu 


is a Delta dealer 


Success stories of 15 key 
distributors build ad series 


By Richard J. Brown . . Sales Promotion 
and Advertising Manager, Delta wer 
Tool Div., Rockwell Mfg. Co., Pittsburgh 
® WHAT ADVERTISING approach do 
you take when you already have a 
strong distributor selling organi- 
zation, when you are not actively 
seeking additional distribution, and 
when you have a wide line of prod- 
ucts for distributors to sell? 

That’s the question we asked 
ourselves when we decided a new 
campaign was needed in Industrial 
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TOGETHER THEY BUILD 


BIG SALES of penta TOOLS! 


A big seller with still bigger 
suse “Training salesme 


thers how 


10esn watc see 


NIAA Topper 


Delta Power Tool Division 


For Advertising to Distributors 


Distribution. 

The Delta Power Tool line is 
broken into two distinct groups: 
industrial and consumer. The con- 
sumer, or Homecraft line as it is 
called, is sold through hardware 
jobbers and in turn to retail hard- 
ware stores throughout the country. 
Our selected franchised dealers 
concentrate on the industrial line, 
but many of them also do a good 
business in Homecraft products. 

Franchised Delta dealers consist 
largely of three types of outlets: 
specialty machinery con- 
sumer accounts who have branched 
industrial selling, and 
distributors (commonly 


houses, 


out into 
industrial 


wh 


potential, the Delta line is ranked “up a 


says S. H. CLARK, Treasurer of SAMUEL HARRIS & CO., Chicago 


t the top” by this leading ind 
thoroughly to know every Delta tool da hk 
each individual sale — these two func 

made Delta tools one 

lines,” says Mr Clark 


nat records each 


To indoctrinate new mer 
veterans, Harris holds a 
sales meeting of th 
major lines. This 
J Oetjen, vice f 
and Guernsey Clar 
1s supplemented by one 
as needed 
Perpetual inventory is t 
this sales training.” points 
A record kept by Hans 
specialist instantly shows 
1g ON certain tools that are r 
y 
third umportant fact 
27 h 
tment headed by 
generated by 


persistent di 
rec all ted by rnsey Clark 
teams with the other factors to build increasing 
Delta sales for Harris 

On the loo ested methods that will 
make Delta tools a big-ticket leader for your 
business? Do as Harris and other leading dis 
t 7 at run a 
Jelta Power 
ool Division, Rockwe 
Company, 0000 North Lexington Avenue 
Pittsburgh 8, Pennsylvania 


DE LTA QUALITY POWER TOOLS 
Another Product by Rockwell 


G 


Manufacturing 


ll. Company reports: “It's doubtful whether there 


will be the featured dealer next month.” 


known as mill supply houses). 

As a company, the Delta Power 
Tool Division of Rockwell has al- 
ways been extremely active in the 
American Supply & Machinery 
Manufacturers’ Association, and its 
key executives always attend the 
Triple Mill Supply Convention each 
year. Thus it seemed logical to con- 
sider the possibility of timing the 
start of any campaign we decided 
upon to coincide with the annual 
Triple Mill Supply Convention. It 
was felt that by merchandising the 
campaign thence to get attention at 
the meeting, we could gain more. 

The plan, finally developed after 
a series of conferences with our ad- 
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vertising agency, Marsteller, Geb- 
hardt & Reed, was almost stark in 
its simplicity. Like every other 
company, a small percentage of our 
industrial distributors gave us a 
large percentage of our business. 
“Why not,” we asked ourselves, “sit 
down with each of those accounts 
and find out the secret of their suc- 
cess.” Then, by telling the formula 
for successful selling employed by 
each account, we could show our 
other distributors where they were 
“missing the boat.” 


No Chest Puffing . . Such a cam- 
paign could have degenerated into 
strictly a testimonial series, with 
each dealer puffing out his chest, 
saying, “I sell Delta because .. .” 
We avoided such an approach care- 
fully, feeling that such advertise- 
ments could do nothing more than 
bring Delta to the attention of deal- 
ers who are already selling. 

To merchandise the program ef- 
fectively to our dealer organization 
(and incidentally, to keep addition- 
al good dealers receptive to the 
Delta line so that we could fill gaps 
where present distribution fails to 
live up to promise), we selected the 
15 key distributors in advance. We 
then told a thumb nail story of 
their success formulae in a four- 
page color insert that appeared in 
the convention issue of Industrial 
Distribution. These actual inserts 
were taken to the Mill Supply Con- 
vention in Miami, and were per- 
sonally distributed to each of our 
distributors who attended. Inserts 
were mailed to the other distribu- 
tors. Delta distributors who were 
not included in the top group began 
to ask themselves how much busi- 
ness they were missing, and why. 
Each ad took one strong point of 
one outstanding distributor and 
graphically portrayed how it helped 
him sell Delta tools. Competition 
has begun among distributors to be 
included in the series. At first deal- 
ers were a little reluctant to tell 
their success stories. But results 
have been excellent for the dealer. 
For example, we've heard several 
instances of where dealers have 
been offered attractive lines by 
manufacturers, after appearance of 
the ad in Industrial Distribution. = 


Here’s sensational news! 


The latest figures on fork truck maintenance costs, 
compiled by one of the country’s leading motor 
freight carriers, show that total costs for mainte 
nance labor and repair parts are down to 8¢ per 
hour on Lewis-Shepard SpaceMaster Model “59 
Electrics! 

That's less than 
comparable gas-powered truck! 


Vy the maintenance costs of a 


No wonder so many terminal operators are switch 
ing to the amazing Model “59”. It's engineered and 
built to minimize maintenance . . . has factory-sealed 
bearings throughout “Lubricated-for-Life” 
sever needs greasing. And, it is the only job-proven 
truck on the market specifically designed for fast 
termina! handling operations! 


Big Return . . Attention-getting product photo, 
inquiry-producing coupon bring Lewis-Shepard “hot” 


NIAA Topper 


Lewis-Shepard Products 
For Developing Inquiries 


"Heretical’ ads pull inquiries, 


50% of them ‘hot’ prospects 
By Fred L. Hoffman .. Sales Promotion 


Manager, Lewis-Shepard Products, Inc., 


Watertown, Mass. 


® MAYBE WE'RE industrial advertis- 
ing heretics . . at least many ad- 
vertisers, agencies and publishers 
might say so. But here at Lewis- 
Shepard we expect tangible results 
from our advertising in the form 
of good sales leads. 


GET ALL THE FACTS 
ask for the latest figures on "Gas vs. Electric” truck 
operating and maintenance costs 


f »! LEWIS-SHEPARD 


120-4 Walnut St., Watertown 72, Mass. 
he RST Lone 


write for literature and 


send date on the Model “59” ond later figures 
mertenance coors 


Peon 
on fort true operating ong 


ve 


terse copy and 


sales leads. 


We are aware of the many in- 
tangible benefits we receive for our 
advertising dollar. However, our 
method of distribution necessitates 
that we keep a constant flow of 
“hot” leads going to our representa- 
tives. These representatives are in- 
dependent business men. They sell 
for us on a commission basis. One 
of the best ways we have of keeping 
these men working on our line is to 
furnish them with live leads to fol- 
low up. Getting good sales leads is, 
of course, no easy chore. 


September 1954 / 75 





Something Helpful . . We are 
constantly preparing factual sales 
promotion literature to support our 
advertising claims. Every page ad, 
or larger, is designed with a coupon 
to offer one or more of these pieces 
of literature. In other words, every 
ad makes an honest attempt to offer 
the reader something informative, 
both in the copy and in the coupon. 

For example, we have prepared 
“comparison charts” which _ list 
buying guides for different type 
trucks, so that a side-by-side com- 
parison can be made of Lewis- 
Shepard trucks and other manufac- 
turers’ trucks. Also, we prepare 
“proof folders” showing Lewis- 
Shepard trucks in use in various 
industries. 

Since we make only electric- 
powered trucks, it is particularly 
important to us that the advantages 
of electrics are well understood. 

To tell these advantages, we have 
prepared a rather elaborate “gas 
vs. electric” folder, which now has 
11 “fact sheets” pointing up the 
dollars and cents advantages of 
electrics. This folder also has main- 
tenance report sheets for the pros- 
pect to use in his own plant to get 
an accurate cost record of main- 
taining his present equipment. 


Inquiries Increase 72% .. Now 
for the $64 question: Are the in- 
quiries we receive good sales leads? 
We keep very accurate month-by- 
month, ad-by-ad records of inquir- 
ies. For the first half of 1954 in- 
quiries from our new advertising 
campaign are 72% higher than the 
first half of 1953 . 


decline in general business activity. 


in spite of a 


Moreover, a 12-month continuous 
survey of Lewis-Shepard inquiries 
indicated that: Within two months, 
15° had already bought equipment 
as a result of the inquiry; 39% in- 
tended to buy within six months; 
and of the 39° intending to buy 
within six months, 50°% preferred 
Lewis-Shepard trucks. Therefore, 
_ one out of every two inquiries re- 
ceived from publication advertising 
is from a serious prospect; and one 
out of four already prefers Lewis- 
Shepard equipment. 

Our agency is Horton-Noyes Co., 


Providence, R. I. * 


NIAA Topper 


Society of the Plastics Industry 


For Small Space Advertising 











THE SOCIETY OF THE PLAST 


How small space ads promoted 
a trade show on $9,000 budget 


® TRADE ASSOCIATIONS and _ socie- 
ties have notoriously limited funds 
when it comes to special advertis- 
ing campaigns. Too much has to be 
justified to too many people. 

The Society of the Plastics Indus- 
try is no exception. 

To promote its National Plastics 
Exposition the industry show, 
put on once every two years. . the 
Society dug down this year and 
found $9,000 for advertising. For 
space and production, that is. 

This would have been a comfort- 
able outlay for some small, esoteric 
group. But not for the plastics in- 
dustry. 

You could hardly find a more di- 
versified, or more broadcast field. 
There’s hardly an industry that 
does not either sell to the plastics 
industry raw materials or equip- 
ment for the making and shaping 
and marking of plastic products: or 
that does not buy from the indus- 


try, components or complete parts. 

The problem was how to get 
coverage and penetration of this 
large, and nebulous group .. for 
$9,000. There was no question about 
using fractional ads. That was a 
necessity. The job was to make 
each fractional unit do practically 
as much work as full page space. 

G. M. Basford Co., New York, 
accomplished these aims. Primary 
purpose of the ads was to announce 
the 1954 National Plastics Exposi- 
tion, stimulate interest in it and 
promote attendance. 

The publication list included 
Automotive Industries, Business 
Week, Cleveland Engineering, 
D.A.C. News, Design News, Electri- 
cal Manufacturing, Electronic De- 
sign, Machine Design, Materials & 
Methods, Modern Plastics, Plastics 
World, Product Engineering and 
Refrigerating Engineering. 

The general schedule was one 
insertion in March, one in April 
and two in the May issues. (The 
exposition was held June 7-10.) 

Results? Well, the society had 
planned to have 172 exhibiting 
booths at the exposition. These soon 
were sold out, so 50 more were 
added . . then another 10. A month 
before the exposition was to begin, 
these 232 booths had all been taken 
by 165 companies. 

These totals were 22° above the 
number of companies and booths at 
the last exposition in 1952. 

Another indication of the success 
of the campaign was that mailed re- 
quests for thousands of tickets were 
received in advance of the show, in 
spite of the fact that the exhibitors 
usually supply the majority of tick- 
ets directly to their customers. 8&8 
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pushes consumer ad to end user, mem 


How to sell industrial product 
by advertising to consumers 


® DU PONT SOLD an industrial mar- 
ket by first selling the ultimate con- 
sumer on the product. 

The advertising campaign that did 
the job for the Finishes Division of 
E. I. Du Pont de Nemours & Co. 
won the Topper award for the best 
campaign creating demand for a 
basic material. 

The objective of the campaign was 
to develop the market for Du Pont 
finishes among furniture manufac- 
turers. 

Du Pont has long had a policy of 
supplying manufacturers who use 
those finishes according to approved 
methods, with tags, to be attached 
to the manufacturers’ products, and 
saying those products were finished 
with Du Pont quality finishes. 

Because of these tags, it was de- 
cided the original campaign objec- 
tive could be realized most quickly 
by promoting the use of the tags. 


Du Pont 


For Creating Demand 


for a Basic Material 


Tom sdies ma 


The opening shot was aimed at 
the ultimate consumer. Du Pont ran 
a series of ads in Better Homes & 
Gardens pointing out the value of 
a quality finish on furniture . . iden- 
tified with the Du Pont tag. 

A booklet, “What This Tag Means 
to You,” was prepared to show re- 
tailers and their salesmen how Du 
Pont tags help them increase furni- 
ture sales. 

At the same time, the company 
conducted a campaign in business 
publications reaching furniture re- 
tailers. The campaign pointed out 
the market development ads ap- 
pearing in consumer publications 
and reminded furniture salesmen to 
feature a Du Pont finish. 

A similar campaign in publica- 
tions reaching furniture manufac- 
turers also merchandised the con- 
sumer ads with the theme: “To help 
you sell ‘em (the consumers) 
Du Pont tells ‘em .. the best- 
dressed furniture wears a Du Pont 
finishes tag.” 

Publications in which these cam- 


paigns ran included Furniture Age, 
Furniture Manufacturer and Retail- 
ing Daily. 

These campaigns . . 
sumer, retailer and manufacturer . . 
all began in 1953. That year, the 
demand for Du Pont finishes tags 
increased nearly 200°% over 1952. . 
and all of that increase can be at- 
tributed to advertising because the 
tags had been in use for 30 years. 

The program created so much in- 
terest among furniture dealers that 
during 1953 more than 35,000 re- 
tail salesmen began using the book- 
let, “What This Tag Means to You.” 

The program helped to sell new 
accounts and prompted existing cus- 
tomers to improve their finishing 
methods and qualify for Du Pont 
tags. 

During the year, more than 20 
furniture manufacturers, represent- 
ing a_ substantial sales 
adopted the Du Pont tag. 

Du Pont’s agency is Batten, Bar- 
ton, Durstine & Osborn, New York. 


to the con- 


volume, 
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ANNOUNCING 


the greatest grinding wheel achievement in 45 years 


The NEW Norton 


G BOND 


The new Norton vutrihed C Bond, now 
of 


at wheels bonde: 
® marked improvement 
perform. over any 


The New G Bond's Secret 
For More Efficient Cutting Action 
The G Bond holds ALUNDUM® abra 


sive grains firmly while they fracture, 90 it for less. Exceptional performers in 
that they keep sharp and remain in the every detail of operation, G Bond wheels 
wheel until they have done their full 
work. Thus th I 

pieces per dressing 

range of jobs 

better for form grinding ... Hold corners 

nd without disturbing the — better Are ideal for crush dressing. 


underlying boud 


where G Bond wheels 
will seve you time, labor end money 
CYUNDRICAL «+ 
SURFACE +) «6INTEANAL 
CGEsR + «FORM 4D THREAD GRINDING 
TOOL AMP CUTTER * GW GUMMING 


Performance is the payoff. And once 
you try G Bond wheels you'll know that 
here you've found production tools that 
will do more for you, do it better, and do 


3 ways you can spot the new G sonos TOUCH OF GOLD" 


Exery tise you put 2 Norton abrasive or abrasive product to new G Bond wheels this proof is particularly easy to recognise. 


my ¢ Touch of Gold” that increases the value of 
‘own products. You get proof of this in better grinding re 


The illustrations show you three siriking ways you can jab- 
prove the G Bond's vital “Touch of Gold” the value-adding 


ay Norton products act on the job. With the — production step that helps your profits. 


He Knows! Operators who have 


‘Touch’ Builds Attention . . T 


How to make customers sit up 


and take notice of new product 


By Russel A. Reed . 

1953, we broke the 
campaign introducing our new “G 
Bond” grinding wheels. By the end 
of that year, customers were asking 


@® EARLY IN 


our salesmen about the new wheels 
. . before the salesmen even brought 
the subject up. 

That campaign won Norton the 
Topper award for the best advertis- 


Your Norton Dis 


will be glad to arrange a test of all types of 
the new G Bond wheels — in regular, 19, 


57, 32 or 38 ALUNDUM abrasiwe 


your own plant. Or vou can write to 
Noaton Company, Worcester 6, Mase 
Distributors in all pnacipal cues. Export 
Norton Behr-Manning Overseas Incorpor 


ated, Worcester 6, Mass. 


NIAA Topper 


Norton Co. 


For Introducing a New Product 


ing introducing a new product. 

We had, in January, 1953, intro- 
duced a new copy note in all Nor- 
ton abrasive division advertising 
“The Touch of Gold.” This theme, 
based on the idea that grinding in 
itself adds value to a product, was 
a natural for the G Bond promotion 
and was used throughout the cam- 
paign. 

The leading piece in the campaign 
was a four-page insert which ran in 
American Machinist, Iron Age, Mill 
& Factory and Steel. There also 
were two spreads, three single pages 
and two two-ninth page ads. They 
appeared in a total of 20 publica- 


tions. 


rening. Note how CG Bond wheels Note how every grinding job 
— gener 


Bond wheels 
tio, oF precimon 
‘ouch of Guid”, 


ABRASIVES 
Making betrer products to make other products better 


“TRADE MARA BEG. U.S PAT. OFF. 4x FOREIGN COUNTRIES 


theme, so successful that 


between wheel and w 


Those publications included the 
four already mentioned and Com- 
pressed Air, Factory Management & 
Maintenance, Industrial Equipment 
News, Lumberman, Machine & Tool 
Blue Book, Machinery, Modern Ma- 
chine Shop, New Equipment Digest, 
Production, Purchasing, Southern 
Lumberman, Timberman, Tool En- 
gineer, Tooling & Production, West- 
ern Machinery & Steel World and 
Western Metals. 


Direct Mail Helps . . To supple- 
ment the space advertising, the 
following promotional steps were 

taken: 
1. The insert was used as a mail 
Continued on page 82 
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Coming in December 
19th Distinctive Ship Number 








produces results 


* 
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advertising leadership 
over 2nd magazine 


AEAMLINED SANTA FE STEAM TUG 
ispowtnepava 0/09 


ae, (8% more than year ago) 


SKINNER ENGINE COMPANY. ERIE, PA 





advertising 
benefits! 


1. Marine Engineering offers ad- 
vertisers the largest paid audited 
circulation in its field. 


2. Largest average net paid in its 
history—more than 8000 (July- 
December 1953). 


3. Largest total paid coverage of 
naval architects. 


4. Largest coverage of seagoing 
chief engineers. 


5. Greatest reader confidence and 
interest as expressed through sub- 
scription renewals. 


*6. Advertising leadership by 55% 
in pages carried, in first 7 months 
of 1954. 


7. Pre-eminent auxiliary sales serv - 
ices for advertisers— Weekly Out- 
look Letter of business tips . . . 
Annual Directory of shipbuilders, 
ship operators, naval architects, etc. 


OmUCLE 


4 he 
oen® 


BACK IN THE THIRTIES, advertisers declared Marine En- 
gineering was best for selling the marine field by placing more 


advertising in it than they did in any other marine publication. 


And every year since, the story has been the same; Marine 
Engineering's twelve-month advertising total invariably far 


over-topped that of the second marine magazine. 


That preference was never more pronounced than now, for 
in the past year, advertisers have increased Marine Engineer- 


ing’s lead from 47 to 55 per cent! 


There can be just one explanation for being out in front so 
long: Marine Engineering delivers! Some of the reasons are 
briefly mentioned at the left. For a deeper delving into facts, 
and for valuable data on the breadth and extent of the profita- 
ble field which Marine Engineering covers. write today for your 
copy ef the new fact-file, “Marine Engineering in the 1955 
Marine Market.” now on the press. 


\ \ 
A ‘ . \ 
{ \ 


30 Church Street * New York 7, N.Y 
CHICAGO * SAN FRANCISCO ® DALLAS 


® 
ine ENGINEERING CLEVELAND. * WASHINGTON. D.C 


LOS ANGELES * PORTLAND, OREGON 
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No strange animals these ‘half 
salesmen’ . . . only our terminology for 
salesmen who just get along by doing 
a half-hearted selling job. We're sure 
you'll agree, there's hardly anything as 
time-wasting and irritating as listening 
to one of these half-informed space 
salesmen. 


Have you ever wished for a representative 
who presented his information in a well 
organized, intelligent manner? For 

quick, concise answers to your questions? 
For assistance and advice on a new sales 
slant? 


If you sell to the metalworking industry 

. .. Stop looking . . . and start listening 
to your Machine and Tool BLUE BOOK 
sales representative. You'll find him 
thoroughly trained in his job . . . well 
informed in regard to his market and how 
to best sell it . . . ready to give sound, 
advice which you can turn into profitable 
sales ideas. 


We're sure you'll be pleased . . . and 
impressed . . . when one of the BLUE 
BOOK salesmen call on you. If you sell 
the metalworking industry . . . you can 
arouse more interest . . . create more 
demand . . . and make more sales through 
the BLUE BOOK . . . with the HELP of 
your friendly BLUE BOOK sales 
representative. 


























More than 98% Personalized = 


Circulation Verified by Western Union 


Pocket (Digest) Size for Convenience 
Square Back, Sewed Binding 
Audited by B.P.A. 

Low Cost Per Thousand 

High Pass-Along Circulation 





Norton ‘Touch of Gold’ 


piece sent to 40,000 persons in the 
metalworking industry. 

2. One entire issue of the Norton 
technical house organ, “Grits & 
Grinds,” was devoted to carrying 
the story of G Bond to its 80,000 
readers, and later issues had shorter 
stories of the new wheel. 

3. The public relations depart- 
ment prepared a news release and 
photographs on G Bond and sent 
them to publications in the metal- 
working and lumber fields. (The 
release was used by most of the 
publications. ) 


Distributors Push, Too . . Our 
distributors, important men in the 
company’s sales set-up, were not 
forgotten in the G Bond promotion. 
We gave them mail pieces on 
which their names were given 
prominence. We supplied them with 
give-away gimmicks (at one-third 
cost) .. pocket savers and small 
sharpening stones, each accompa- 
nied by an envelope stuffer pushing 
G Bond. We made up a panel dis- 
play for the distributors’ showrooms 
or windows. And we made the spe- 
cial issue of “Grits & Grinds” avail- 
able for distribution by the distribu- 
tors. About 10,000 copies of the pub- 
lication were distributed this way. 
Merchandising the entire cam- 
paign to Norton salesmen and to 
key men in the distributor system 
began with a letter telling just what 
the company was planning in the 
way of promotion and just what 
items would be available to the 
distributor. An order blank was 
included so the distributor could 
specify the material he wanted. 


Plenty of Merchandising . . The 
major merchandising piece went out 
three weeks after the first letter. It 
was a file folder containing a letter 
giving selling points on the new 
wheel, a stock list giving specifica- 
tions, preprints of the insert and all 
the ads, the direct mail pieces, the 
special “Grits & Grinds” issue, and 
a full-size illustration of a 7” G 
Bond wheel on a sheet suggesting 
the salesman take along such a 
wheel when he made his calls. 


A color slide film was made tell- 
ing just what G bond was and how 
it could be used most effectively. 
Prints of the film were furnished 
to all the company’s branch offices 
for use in sales meetings with dis- 
tributors. 

Two-page spreads in two issues of 
Industrial Distribution drove home 
the merchandising to distributors, 
telling them to take advantage of 
the advertising push behind G Bond 
to increase their sales. Preprints of 
the ads were sent to distributor 
salesmen. 


The whole campaign showed that 
when the various forms of industrial 
advertising are properly coordinated 
and merchandised they pay off. 

The fact that the advertising was 
a big factor in the gratifying sales 
of G Bond wheels was shown by 
reports from both company and dis- 
tributor salesmen. They said that in 
plant after plant the grinding wheel 
buyer would start to ask them about 
G Bond .. before they could even 
start to talk about it. 

Our agency is James Thomas 
Chirurg Co., Boston. a 








America's Sahara~—Death V alley, California 


Death Valley-210 feet below sea level—temper- 

im summer to 30° below zero in 
winter. In the shimmering heat waves fifty feet 
high. travelers see mirages of ships that never come 


to port, casttes that never cap be reached 


ward the E 


Death Valley 
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Norton Co. wins three major 
advertising awards for 1954 
® THE NORTON CO. apparently makes 
more than abrasives and grinding 
equipment at its Worcester, Mass., 
plant. It looks as if the company 
turns out award-winning advertis- 
ing campaigns by the quarter-dozen 
lot, too. 

Norton won three major indus- 
trial advertising awards this year 

. an unparalleled feat. The agency 
that helned in this prize-winning 
performance is James Thomas Chir- 
urg Co., Boston. 


One advertising campaign won 
the Topper award for the best ad- 
vertising introducing a new product 
(see p. 78). Another ad won in 
competition, sponsored by the Na- 
tional and Southern Industrial Dis- 
tributors’ Associations, for the best 
single ad stating benefits of buying 
from industrial distributors (see p. 
158). 

The third winning promotion got 
the Topper award for the best tech- 
nical literature. The program in- 
cludes more than a score of book- 
lets which present detailed informa- 
tion to solve all sorts of grinding 
problems. Titles range from “Grind- 
ing Carbide Tools” to “From the 
Far Corners of the Earth” (telling 
the source of Norton’s raw mate- 
rials. See cover.) 

The company also publishes a 
monthly technical magazine, “Grits 
& Grinds,” which keeps 80,000 users 
of abrasive products up to date. 

Purpose of all this is to implant 
in the minds of users of grinding 
materials the idea that Norton is 
headquarters for all grinding infor- 
mation. 

That aim has been achieved. 

Last year more than 200,000 of the 
technical booklets were sent out, 
most of them on request of grinder 
hands and instructors in industrial 
training classes and _ vocational 
schools. Most of the instructors or- 
der repeatedly. 

“Grits & Grinds” now is the ac- 
cepted authority on grinding. In 
many plants it is the only literature 
operators are allowed to receive. & 
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Recognized Sources For Reliable 
Oil Industry Market Information. . . 


SALES AIDS. 


the 1954 
Olt Producing- 
Pipe Line 


Mm PORLISHER'S Seite Persemrarion 


A a a eee 


Honorable Mention 


AWARD 
The NIAA Publisher’s Sales Presentation Out- wou on 


line was designed to help advertising managers, Pines be Prema 
agencies and publishers sell space to management. = 
Gulf Publishing Company recognizes the value of a 
presenting the facts on the oil industry markets in 

this easy-to-read form. Buyers of advertising also 

appreciate receiving sales and market information 


in this concise, easy-to-compare manner. 


As a result, Wortp OIL and PETROLEUM 
REFINER Market Data Books have fast become the 
recognized sources for reliable. usable information REACH 40,000 OIL MEN 
about the oil industry market. Wortp OIL, 
PETROLEUM REFINER and the new Pipe LINE Gulf Publishing Company’s multi- 
INnpuUsTRY also now provide maximum specialized market advertising plan offers you the 
market coverage of the ever-growing Producing— largest oil industry circulation (10.000) 
Pipe Line—Refining Industry. at a low cost per thousand. Contact your 


* _ nearest representative today for full 
Both the 1954 Wortp OL and PETROLEUM P ‘ 


REFINER Market Data Books won awards at the 
recent annual National Industrial Advertisers 


details, or check our listings in Standard 
Rate and Data’s Business Publication 


ar 5 ; section. 
Association convention. Industry-wide forecasts 


for 1955 are now being prepared, with new Data 
Books to be released soon. 


FIRST Chotce of OCrtlmen.... 


GULF ‘PUBLISHING COMPANY 


Apecialized PEROLEUM Sublications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 

Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 

Cleveland (15), 1010 Euclid Avenue, Main 1-2550 

Tulsa (3), Hunt Building, 3-1844 : y 

Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 y is 
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A CHAIN IS AS STRONG AS ITS WEAKEST LINK. That’s why 
there’s no better time than right now to look at your entire metalworking 
advertising program. Take those 6 pages you're running in Magazines ““X” 
and “Y”, the 3 pages in Magazine “Z” .. . those several fractional page 
schedules you have here and there. Weld them together link by link into 
the strongest metalworking selling show you've ever put on in 

The IRON AGE. Why should you? Because The IRON AGE 

with a provable 97% of the industry’s buying power 

—reaches more than enough of metalworking for any man.* 

Saturate The IRON AGE market and you'll watch 

your selling efficiency bounce up. 


* And the only weekly metalworking magazine entitled 
by the Post Office to fast newspaper delivery. 


Oncentrate In... Shliron Age 


IN B P| A CHILTON PUBLICATION, 100 EAST 42 STREET, NEW YORK 17, N. Y. 





The economic application of 
system control and communication 


W heche ' , peration, contr 


To assist in finding the best onswer to 
your individual system requirements. 


Personal Tour . . Westinghous 
. + + + ‘ r ‘ re late 1 


Personalized multiple-page ads 
send readership scores soaring 


® WESTINGHOUSE ELECTRIC Corp., 
Pittsburgh, gathered its scattered 
advertising forces and unleashed a 
campaign of multiple-page ads, 
some of which scored 300% better 
readership than competitors’ ads. 

The campaign won the Topper 
award for best promotion of a re- 
lated product line. Here is the way 
the Westinghouse official Topper 
entry told the campaign’s story: 

Six major divisions of the com- 
pany had been running independent 
advertising for more than 24 re- 
lated products. 

A campaign of consecutive-page 
advertising to show how each of 
these products contributes to the 
solution of major utility problems 
was developed. 

Eighteen ads, ranging from eight 
to 16 pages, had run by June of this 
year. Each of the ads made use of 


Westinghouse Electric Corp. 


For Promoting 


a Related Product Line 


Westinghouse personnel, who con- 
ducted a picture and text “tour” 
from page to page, telling how the 
various products helped the utility 
industry. 

The first page of each ad included 
a large picture of one of the com- 
pany’s top technical men who began 
a discussion of how Westinghouse 
equipment can help in the specific 
utility problem to be discussed in 
the ad. Usually, smaller pictures of 
this main character ran on the suc- 
ceeding pages to give continuity. 

Three publications were used: 
Electric Light & Power, Electrical 
West and Electrical World. 

The main purpose of the cam- 
paign was to increase the effective- 
ness of advertising as a tool for the 
sales force through increased inter- 
est and readership. Starch reports 
show how wel! it succeeded. 

The reports show that on a cost- 
per-reader basis the multiple-page 
ads scored 137% more “noted” and 


100° more “read most” than the 
average of all advertising for com- 
petitive products. Many of the in- 
dividual product ads ran as high as 
300° better readership. 

The use in all the ads of Westing- 
house personalities, well-known 
throughout the industry, increased 
interest inside and outside the com- 
pany. And merchandising both by 
headquarters and the salesmen inte- 
grated the advertising more closely 
with the efforts of the sales force. 

To merchandise the campaign, 
regional sales promotion managers 
distributed 7,000 to 10,000 preprints 
of each group of ads as fast as they 
were released. 

In addition, the ads were “spon- 
taneously” merchandised by the 
salesmen, who liked them so well 
they had them bound at the region- 
al offices into books for discussion 
with their customers. 

Fuller & Smith & Ross, Cleveland, 
is Westinghouse’s agency. @ 
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LOOK INTO THE 


Terse and timely...yet thorough 
een 


Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry, will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 
information. 


PETROLEUM 
PROCESSING 





FUTURE-LOOK 
A *Teaiias a 
sot | 


if} 


ability to save time for readers and still 
keep them well informed, Petroleum 
Processing has gained a top spot in the 
reading habits of petroleum and petro- 
chemical processing men. 

Technical knowledge, as well as proc- 
esses and equipment, grows obsolete 
fast in petroleum processing. So the 
men who build and operate the high- 
speed, big volume processing units must 
have an efficient magazine like Petro- 
leum Processing: terse and timely .. . 
yet thorough. 

P etroleum Processing leads the field 
in this intensive coverage because it 
has the most experienced editorial staff. 
Its four top editors have all been with 
the publication since the first issue and 
have a combined experience of 71 years 
with the Platt petroleum publications. 
Their experience is indispensable in 
bringing to the reader all of the signifi- 
cant new developments in technology 


PETROLEUM 


INTO PETROLEUM PROCESSING 


and operating practices—stripped 
non-essential wordage. Their experi- 
ence is essential in converting McGraw- 
Hill’s world-wide business publishing 
facilities into useful tools for petroleum 
processing men. I[t is also essential in 
training the younger men now being 
added to the staff. 

The thoroughness of technical cover- 
age may be apparent only to our tech- 
nical readers, but you don’t have to be 
a technologist to recognize the superior 
format, better layout, more easily read 
headlines and captions. When you com- 
pare editorial quality, don’t look for 
numbers of wordy pages filled with 
complicated formulas that belong in a 
textbook. Look for aids to efficient 
reading and real comprehension of the 
information vital to the reader, for 
stories edited to save reading time. 

Petroleum Processing is designed and 
produced for fast, efficient communica- 
tions within a fast, efficient industry. 


HOW 


aA aang 
PUBLICATION 





PROCESSING 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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Metals Engineering at 


This Westinghouse 6000 C. F. H. Monogas® 
atmosphere generator is used in a variety of 
heat treating processes where an oxygen-free, 
non-decarburizing neutral atmosphere is 
required. Shown (Il. to r.) inspecting the 
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assembly prior to shipment are A. F. Snow, 
Design Engineer; C. EF. Peck, Mgr., Industrial 
Heating Engineering and L. H. Gillette... all 
members of the American Society for Metals 
and readers of Metal Progress. 
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Meadville—Westinghouse 


..-.as described by L. H. Gillette 


Manager, Industrial Heating Sales, Westinghouse Electric Corporation; 


and president of IFMA, the Industrial Furnace Manufacturers Association. 


ai 
H ERE we produce furnaces and atmosphere generators under complete metals 
engineering control... from design and development to selection of all materials 


and components required. 


“To accomplish this, our Metals Engineers—members of the American Society 
for Metals—are responsible for assemblies from the time first conceived until 
operating in the customers’ plants. These men not only design the units, they 
specify the metals, refractories, motors, instruments, etc., required. In addition, 
some serve on our plant management team, advising on the purchase of every- 


thing from facilities to machines and supplies. 


“The importance of Metals Engineers stems from their knowledge of how 
metals can best be applied, processed and fabricated. They know our customers’ 
problems and how to solve them. They are the backbone of our organization, 


the men we depend on for consistent product quality and development’. 


Magazine of 23,000 Metals Engineers 


Metal Progress 


A publication of the American Society for Metals 


7301 Euclid Avenue, Cleveland 3, Ohio 
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Here is Hore -l 


What's in a Name? .. | 


the 


How advertising can make 

a new name for your company 
By S. E. Voran . 

® THERE WAS PLENTY of probing, 


before 


our Toppers award winning cam- 


planning and_ preparation 
paign was turned loose to start 
“scratching” for results. 

Our line of products had evolved 
to iaclude tube fittings, synthetic 
rubber o-rings, and_ specialized 
valves for aircraft fuel and hydrau- 
lic systems. Now we were ready to 
introduce various new items: hose 


Parker Hoze-lok Fittings 


For better performance .. . easier make-up 





... greater re-usability and economy 


What other Parker products 


(e lob flare cub 


NIAA Topper 
Parker Appliance Co. 


For Creating Brand Preference 


fittings and valves and other units 
for industrial hydraulic systems. 

The company management gen- 
erally agreed that much of the re- 
sistance encountered by our sales 
people when trying to establish new 
customers, particularly for the new 
products, was because Parker was 
not well enough known. So our 
objective became finally: to make 
Parker better known for our broad- 
ening line of products among more 
people in industry. 

The second step was planning, 
muck of which was done in huddles 
with our advertising agency, Fuller 
& Smith & Ross, Cleveland. Then 


we arranged meetings with top 


tings and hose 


Mail this coupon for cara 
new Parker ff bite es ew knw re an 
other Parker pi 1 Parker for prompt detail 


pushing other Parker 


management and with division ex- 
ecutives to present our plans. These 
meetings were, in effect, a “short 
course” in the functions and funda- 
mentals of advertising for the edu- 
cational benefit of our executives. 
We told what research has taught 
about creating effective ads. This 
“course” helped pave the way for 
our proposals. 

In view of our objective, we first 
proposed a modernization of our 
logotype, some frills 
and making it crisper and easier to 
-ecognize. Below the logo, we de- 
cided to run the subline, “Hydrau- 


eliminating 


lic and fluid system components” . 
a phrase that fits all our products. 


Continued on page 92 
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a new specialized magazine 





VRPE LINE 
INDUSTRY 


to serve 
an $8 billion 
industry! 


how it originated—where it is going... 


GULF’S PLACE IN THE INDUSTRY 


A SPECIALIZED MARKET 


Phenomenal growth of the Pipe Line Industry in recent years 
has heightened the need for a specialized publication. Pipe Line 
investment in the past 23 years has jumped from $800 million 
to well over $8 billion. It is estimated that by 1975 it will have 
reached $23 billion. The operation and maintenance end of the 
industry alone offers a tremendous market, with approximately 
$12 million spent each week. 

Pipe Line INpustry is the natural evolution of an editorial 
service that has proven so popular that even as a section in 
Wor _p Ott, Pipe Line circulation has doubled in recent years. 


EDITORIAL APPROACH 


Pire Line INnpustry will continue to employ the basic for- 
mula that has made Wortp Ot1’s Pipe Line Section popular 
with Pipe Line men. The editors will invite opinions and help 
of industry experts. Opcrations, construction and maintenance 
will be featured. In addition, Pipe Line INpustry will carry a 
monthly Construction Box Score. The popular symposium-type 
article will be used frequently. 


Meectalized PEROUUM Siitlications 


@ Houston (6), 3301 Buffalo Drive, LY-4501 

@ New York (17), 250 Park Avenue, El Dorado 5-4012 
@ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
@ Cleveland (15), 1010 Euclid Avenue, Main 1-2550 

e@ Tulsa (3), Hunt Building, 2-1844 


Gulf Publishing Company has been serving the petroleum 
industry since 1916. Practical, job-help, specialized Gulf publi- 
cations are utilized by oil men everywhere. WorLp Or, PETRO- 
LEUM REFINER and Pipe Line INpustry have a combined 
circulation of over 39,000. Gulf’s experience and assets will be 
used to make the new magazine a real service to the industry. 


CIRCULATION AND ADVERTISING 


Pipe Line INpustry has a guaranteed distribution of 4,500. 
Publication date is the 5th of each month, first issue, July, 
1954. Complete, full-year coverage for a black and white page 
is priced at $220 a page. 

Space reservations are now being accepted at any of the 
offices listed below. Write today for full details and market 
data on this strong, new, specialized advertising force — Pipe 
Line INDusTRY. 


@ Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 seas 
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How to promote a broadening line . . Parker's story 


We Stake a Claim .. Then, to 
further delineate the field we hoped 
to stake out for Parker, we pro- 
posed that our ads be strictly prod- 
uct ads. But we insisted that only 
one product should get feature bill- 
ing in an ad. 

Our company is made up of sev- 
eral indepedent manufacturing di- 
visions. Since we ask our customers 
to do business separately with each 
division, each ad would carry its 
own division signature. However, 
because this signature would be in 
relatively small face type, so far as 
the eye of the reader was con- 
cerned, the signature to the ad 
would be the Parker logo, big and 
hold. 

We proposed a “pictorial journal- 
ism” style of treatment in order to 
get wider readership and greater 
“believability.” This style also per- 
mitted us to suggest a small second- 
ary illustration with brief caption 
devoted to Parker products other 
than the one featured in the ad. 
This would be just a quick re- 
minder to the reader of Parker's 
broadening field of endeavor. Our 
division managers liked this sug- 
gestion. 

We believe ads should stimulate 
some form of action on the part of 
the reader. Also, we have found 
that many requests for literature, 
prompted by our various forms of 
promotion, prove to be good, live 
sales leads. Consequently, we 
strongly favored the use of coupons 
in the ads, except in the case of 
several ads in which we proposed 
to list our distributors. 


To Each His Own. . Each divi- 
sion’s campaign would run in its 
own list of publications, selected 
according to the market opportuni- 
ties for that division’s products. 
Naturally, because of the relation- 
ship among our various products, 
some publications would be on the 
lists of two or even three divisions. 
In such cases, we would simply 
rotate insertions for the divisions 
involved to come up with a “solid” 
schedule for the over-all basic 
Parker logotype. 


The media list included Applied 
Hydraulics, Automotive Industries, 
Aviation Age, Aviation Week, 
Chemical Engineering, Design News, 
Factory Management & Mainte- 
nance, Instruments, Iron Age, Ma- 
chine Design, Oil & Gas Journal, 
Product Engineering, Purchasing, 
Purchasing News, S.A.E. Journal 
and Steel. 

Because management was ready 
to move with our expansion pro- 
gram at a faster pace, we proposed 
more “intensive scratching” through 
use of double page spreads. 

After management accepted our 
proposals and our agency started 
preparing the ads, there still was 
much other work to be done. For 
our planning covered promotion 
areas in addition to the space pro- 
gram in industrial publications. 


Changes Breed Changes . . 
There was to be stepped up partici- 
pation in industrial shows. There 
was to be reorganized effort to cash 
in on any new publicity opportuni- 
ties arising out of this expansion 
program. New products meant addi- 
tional catalog work. 

Our new style advertising . . be- 
‘ause it represented a new accept- 
ance in our company of what ad- 
vertising could be called upon to 
do and because it crystalized the 
concept of where we as a company 
wanted to go actually dictated 
a rather complete overhauling of 
everything affecting our relations 
with our customers. 

Existing literature should be re- 
vised, at least as reprinting became 
necessary, to incorporate our mod- 
ernized logo and new style treat- 
ment of division names. Our letter- 
heads should be re-styled . . and all 
our forms, especially any paper that 
gets into cusomer hands. Where 
possible, building signs should be 
brought into line with the new 
style. Lobby displays should be re- 
done. Packaging should be _ re- 
designed. ° 

Undoubtedly, our re-styled let- 
terheads and forms and other items 
are plus factors in our efforts to 


establish this new _ identity for 
Parker. But, of additional import, 
this re-styling program brought 
about an immediate awakening 
among all our key employes that 
the company was making a major 
move forward. 

Letters from our top officers, ex- 


plaining our expansion program and 


promotion plans, went to all em- 
ployes at their homes. Later, ad re- 
prints with accompanying messages 
were put up on special bulletin 
poards. Special displays were 
erected in the divisions. 

Naturally, the whole program 
was thoroughly merchandised to our 
entire sales organization including 
all personnel of our distributors. 
The enthusiasm we were able to 
get from our own people was very 
gratifying. 


Let’s Add It Up... But what about 
the program's effect on our public? 
What about attaining our objective? 

We know that our program 
reached some readers, for _ it 
prompted 4,684 requests for litera- 
ture during the first half of 1954. 

Finally, perhaps we have a sig- 
nificant indication in some volun- 
tary reports from our sales engi- 
neers. Apparently, some of them 
are beginning to “feel” an effect in 
their contacts with customers and 
prospective customers. These vol- 
untary reports have referred cas- 
ually to customer comment about 
Parker’s broadening field. 

So we ask .. are we making any 
headway toward attaining our ob- 
jective of making Parker better 
known for our broadening line of 
products among more people in in- 
dustry? We put this in the present 
tense because we believe this job 
is a fluid, continuing process. 

With this objective, you don't 
reach your goal overnight. You 
make an impression now and an- 
other next month. One at a time, 
you register with this individual 
and then that individual in industry, 
gradually making your audience 
better acquainted with yourself in 
the way you want to be known. 

We tthink our campaign has 
at least begun to “scratch the sur- 
face.” & 
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Industrial 
Distribution 


tincoln 





MORSE 


Twist Drill & Machine Company 











And THREADWELL TAP & DIE COMPANY . . . STERLING ABRASIVES DIVISION, CLEVELAND 
QUARRIES COMPANY ... MORSE CHAIN COMPANY ...THE GOODYEAR TIRE & RUBBER COM- 
PANY ... VICTOR SAW WORKS, INC. ... UNION TWIST DRILL COMPANY .,. REPUBLIC STEEL 


CORPORATION ...SIMONDS SAW & STEEL COMPANY... 


Vier 


FOR CREATING advertising campaigns which won 
the highest honors in the Third Annual Advertising 
Awards of the National and Southern Industrial 
Distributors Associations. 

FOR BELIEVING in the industrial distributor’s im- 
portance to the industrial buyer. 

FOR PROCLAIMING this belief to industrial buyers 
in your advertising. 

FOR PROMOTING not only the quality of your 
products, but the quality of your distribution as well. 


2 fol 


FOR GIVING generously of your time and money 
to make your distributors partners in practice, part- 
ners in progress. 

FOR MAINTAINING a distributor program as an 
integral part of your business. 

FOR DEMONSTRATING that a distributor pro- 
gram, conscientiously conceived and conducted, can 
mutually benefit both manufacturers and industrial 
distributors in better serving industrial buyers. 
For this, we salute you, 


Industrial Distribution oo 


The McGraw-Hill Publication edited exclusively for industrial distributors and their salesmen 


330 West 42nd Street, New York 36, New York 
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TO GET INTO THE PLANT, 


IF your PRODUCT is used in the plant, you 
know that you have to sell the men who di- 


rect Plant Operation. 


And that’s the industrial salesman’s tough- 
est job... . seeing and selling the PLANT 


OPERATING GROUP. 


But one industrial magazine — FACTORY 
— reaches this group so well that more of 
these men pay to read FACTORY than any 


other industrial magazine. 


That’s why advertisers invest more of their 
dollars in FACTORY than any other month- 


ly industrial magazine. 


For you, too, FACTORY can make regular 
sales contacts with the PLANT OPERATING 


Group. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


© o 


~ PRODUCTION CONTROL 
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MAINTENANCE 
SUPERINTENDENT 


The Plant Operating Group 
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FACTORY SUPERINTENDENT 
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Big ad blast with small budget 


brings 40% sales increase 
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® AN “EXPLOSIVE” advertising cam- 
paign, sharply restricted in scope 
because of a limited budget, brought 
us a 40°% increase in sales in one 
year. It also won the Topper award 
for small budget advertising. 

The campaign pushed a new in- 
frared flame detector which Com- 
bustion Control Corp. brought out 
in 1951. 


NIAA Topper 
Combustion Control Corp. 


For Small Budget Advertising 


This “Fireye” (our trade-mark) 
monitors flame in a fuel burner and 
shuts off the inrush of fuel if the 
flame goes out, thus preventing 
those volatile gases from entering 
the hot combustion chamber and 
exploding. 

In two years, largely through per- 
sonal salesmanship with key original 
equipment manufacturer accounts 
and word-of-mouth reputation of 
previous products, we had estab- 
lished excellent trade acceptance 
for the new product. As evidence, 
more than 85% of new package 
steam generators are originally Fir- 
eye equipped. There still remained, 
however, the large field of heat, 


999,000... 


It could happen to you... 


AFE! SEND NOW! 
be the most important book you ever read 
es? Even with mod m Rome toihwe ox 
vow 


rc 
COMBUSTION CONTROL CORP., 
Dept. PB 8, 718 Beacon St, Boston, Mass. 
Send me your tree booklet 
C wording Your Properties Against Flame Failure Explosions 
(Title) 


power, and process burners installed 
before 1951 that had either obso- 
lete or no safeguards. 


Fight Against Apathy .. In go- 
ing after this replacement market, 
three groups had to be considered: 
plant service power engineers 
and power plant superintendents; 
consultants .. engineers who specify 
safety controls for new construction; 
and owners of plants and public 
buildings and executives represent- 
ing ownership . . the men most di- 
rectly concerned with an investment 

in plant safety. 
One big sales problem presented 
itself: Despite the fact that flame 
Continued on page 98 








96 / Industrial Marketing 





| Automation is the industrial 
revolution accelerated by electronic 
: devices. Radio Science marks out a 
a new and glorious chapter in the 
substitution of the machine for hand labor— 


e by providing automatic controls 
which almost think—through the 
interpretation of radio signals 
and their activation by the 
radio relay system. 


Auto il al () { br Is ENGINEERING, 


se, . 
~~ 


We do not mean to “debunk” automation, by this 
Automation is like a definition of it as a stage in the industrial revolution. 
Nor do we wish to limit it to the radio side of its development— 
on a charming young in fact, radio has no limits! But very obviously the new 
lady on St. Patrick’s day— aspects of radio expressed in the electronic computor, 
refreshing end timely. the photo tube, and remote controls, has supplied the stimulus 
to new concepts for manufacturers and new magazines 
We have seen ne . 
Sites indeamiel for publishers. The “components” for this good excitement 
oe “a _ : are radio-electronic, and the chief designers—radio engineers. 
Revolution growing ; 
grander in yellow and blue. 
“Automation green” 


shamrock green dress 


THINKING ELECTRONS , 

will become her well, : , ae _— 

but it is not a Every issue of “Proceedings of the I.R.E ” is an Automation 
different girl— issue. Some, indeed, may be so identified. This is true 

because automation today must be the detection of a “signal” 

and a reaction to it in “control.” Radio is just this! 


the same one 

in a new dress. 
Radio’s first stage detected the spark signal and interpreted 
it in dots and dashes which formed a code for communication. 
Next, its range widened to music, then TV-sight, 
now unfolding in full color. But radio has no limits! 
We find electronics in industry, the computor, 
navigational aids, self guiding missiles all expressing 
automation through radio, in practical uses. Radio engineers 
do it! “Proceedings of the I.R.E” has published the 
research so vital to this progress! 


Engineers are educated to specify and buy! 
“Proceedings of the I-R:k” 
THE INSTITUTE OF RADIO ENGINEERS 


Advertising Department 
1475 Broadway, New York 36, N, Y. BRyant 9-7550 
CHICAGO ¢« BEREA, OHIO ¢ LOS ANGELES @ SAN FRANCISCO 
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Big blast, small budget 


uns on fF IO 


failure explosions cost millions each 
year in lost production time and 
property damage, there is general 
apathy toward the problem in in- 
dustry, amounting among non-engi- 
neers to virtual unawareness. 


A second problem was a scarcity 
of outlets. Our dozen area sales en- 
gineers and about 50 manufactur- 
er’s agents couldn’t begin to cover 
a market in which literally every 
smokestack is a prospect. By the 
same token, it would take a whop- 
ping big advertising appropriation 
to reach all likely prospects through 
a schedule of vertical industry pub- 
lications. It appeared that we must 
invoke some response from our in- 
terested ad readers to make sure 
they would be called upon, and that 
we must confine ourselves to the 
leading publications in our field. 


Primer Plus Explosive Ads. . 
A simple product handbook and an 
technique 
seemed to be the best bet to answer 
problems. The handbook 
turned out to be a definitive “prim- 
er” about the flame failure explo- 
sion hazard, explaining the nature 
and extent of the risk and the pro- 
offered by Fireye Flame 
Failure Safeguards. In the right 
hands, it would go far to dispel 
complacency and explain the facts 
of electronic safeguarding. 


“explosive” advertising 


these 


tection 


To reach plant engineers and con- 
sultants, we selected Power, and to 
concerned with 
plant safety, Business Week. 


reach executives 

We scheduled spreads in Power 
every month for six months. For 
budget reasons, the ads 
adapted to two-thirds page for 
Business Week, appearing once a 
month over the same period. Three 
basic ads were developed and re- 
peated once. In addition, the hand- 
book was offered in one-quarter or 


were 


one-ninth page ads once each in 
six “new product review” type pub- 
lications both to develop sales 
leads and to explore market poten- 
tial in the process industries and 
among instrument, maintenance, and 
safety interests. 


Headlines brought home the ex- 
plosion danger to the reader. Copy 
stressed the “four out of five unsafe 
plants,” based on authoritative sur- 
veys, and explained that when a 
burner flame goes out only the 
speed of an electronic “eye” was 
fast enough to prevent disaster. In- 
surance laboratory endorsement, a 
diagrammatic sketch of “How Fir- 
eye Works” and a coupon for the 
handbook completed the ad. 


40% Sales Increase . . Reprints 
of all ads were mailed to a list of 
engineers and consultants as well 
as to our own area representatives 
and distributors. A modest house 
organ was started to insure con- 
tinuity of trade advertising. 

Results of the campaign 
measured first of all by a 40% in- 


were 


crease in sales in 1953! 

More than 15,000 copies of the 
booklet, “Guarding Your Proper- 
ties,’ were distributed during the 
course of the campaign, 983 to in- 
quirers from publication advertis- 


ing, the balance through direct mail, 
or in person by representatives or 
distributors. Burner manufacturers 
requested copies in bulk for distrib- 
ution through their sales outlets. 
Some copies were requisitioned by 
boiler insurance companies. 

Typical comments from our sales- 
men on the campaign include: “I 
haven't called on a customer in sev- 
eral months who hasn’t heard of the 
new Fireye Control . . It is quite a 
contrast to the old days when the 
first part of a sales call was an ex- 
planation of ‘who, what, why’. . It 
(the advertising) gets me in to see 
the right man.” 

An analysis of salesmen’s call re- 
ports on inquiry follow-up showed 
54% of the calls rated active (may 
lead to immediate sale) or 
(may lead to future sale). Some 
salesmen reported these sales leads 
were “90°% favorable” and “less than 
1% duds.” 

Combustion Control Corp.’s agen- 
cy is Horton-Noyes Co., Providence, 


i. 2. e 


good 





“It's simple. You take a fast crack at it and then get quarrelsome 


and hurt when I suggest another slant. You write a second draft 
sullenly. When I suggest a few minor changes and give you a 
friendly word of encouragement, you feel like I'm kidding you 


along. You make irrelevant gestures when I’m not looking. You 
polish the copy hurriedly and then you're convinced I don’t know 
my business because I accept it finally. When it wins an award, 


you say it's amazing what can be accomplished despite the inter- 


ference around here.” 
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rubber companies 
spend over 
$2,000,000,000 
annually for 
machinery, chemicals, 
fabrics, and other 


products and services. 


RUBBER AGE \TED 
9 
is the only 
A BC journal 


serving this field. 


RUBBER AGE 
publishes the only 
Directory 

of the industry, 
the 1,200 page 


RUBBER RED BOOK. 


RUBBER AGE 
carries more 
paid advertising 
than any other 
rubber journal 


in the world! 





RUBBER AGE 2102 Fisk Building 
New York 19, N. Y. 
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FIRST ELECTRIC 
TYPEWRITER MOTOR 
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First Mainline 
Electric Locomotive 


Gun Control 


First 70-mph 
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How to sell your reputation 
with a ‘blockbuster’ ad 


By R. E. Insley . . Manager 


~henect 


® WE CALLED IT the “blockbuster” 

. our 16-page, four-color insert in 
Fortune and Business Week. 

The giant ad kicked off the cam- 
paign that won for General Electric 
Co. the Topper award for cam- 
paigns designed to acquaint the 
market with the advertiser’s quali- 
fications as a source of supply. 

The “blockbuster” also got a 





General Electric Co. 


Aes 


GENERAL ‘%, ELECTRIC 


“Goa coon ud, your cergllamee tov. 
GENERAL £B ELECTRIC. 


For Acquainting Market with Qualifications as Supply Source 


Starch score of 98% “noted,” the 
highest such rating ever recorded 
by Starch. 

All this came about because GE 
feels that it backs up its wide range 
of equipment with unique engineer- 
ing services and facilities, and be- 
cause we believe these 
and facilities are important factors 
which influence, or should influ- 
ence, buying decisions. 

This premise led to the formu- 
lation of GE’s 1953 “engineering 
leadership” campaign, the Topper 
winner. The campaign’s objective 
was to demonstrate dramatically to 
management men in industry the 
superiority of GE’s products, fa- 


services 


cilities and engineering services. 

Facilities featured included re- 
search and development laborato- 
ries, the “incubators” of new prod- 
ucts and systems. Engineering serv- 
ices emphasized were not only those 
that contributed to the design and 
development of electrical equip- 
ment, but also those which helped 
the customer apply this equipment 
to his own particular need. 

For years GE industrial advertis- 
ing has had two facets: product 
campaigns placed in_ horizontal 
business and trade papers, and in- 
dustry campaigns placed in vertical 
business publications. The latter 
campaigns have enabled the com- 

Continued on page 104 





100 / Industrial Marketing 

















The early airplane propeller was the result of an idea 
that has since led to many startling developments in the 
field of flight. And, since good ideas of all kinds take 
wings when placed before executives in business and 
industry, many of today’s leading aviation firms advertise 
in Business Week. These firms, together with more than one 


thousand other companies in every major industry, know 


that they reach more management men per advertising 


dollar in Business Week than in any other general-business 


or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 





These Manufacturers of Aircraft and Accessories 


Advertise to Management Men in Business Week 


Advance Electric & Relay Co. 
Air Associates, Inc 
All American Engineering Co 
Bell Aircraft Corp. 
Texas Div.) 
Continental Aviation & Engineering 
Corp. (Continental Motors Corp 
Consolidated Vultee Aircraft Corp 
Douglas Aircraft Co., Inc. 
Fairchild Engine & Airplane Corp. 
Fletcher Aviation Corp. 
Ford Instrument Co 
The Sperry Corp.) 
General Controls Co 
General Metals Corp.—Adel Div. 
Transamerica Corp 
Goodyear Aircraft Corp 
Goodyear Tire & Rubber Co.) 
Line Material Co 
McGrow Electric Co. 


Lycoming Division 
Avco Manufacturing Corp 

Minneapolis-Honey well Regulator 
Co. (Aeronautical Division 

Norden Instruments, Inc. 
Norden Labs. Corp 

North American Aviation, Inc. 

Republic Aviation Corp 

Rheem Manufacturing Co. 
Aircraft Div.) 

Robinson Aviation, Inc. 

Ryan Aeronautical Co. 

Scott Aviation Corp 

Solar Aircraft Co 

Sperry Gyroscope Co., Inc, 
The Sperry Corp.) 

Temco Aircraft Corp. 

United Aircraft Corp 

Vard, Inc 

Westinghouse Electric Corp. 
Aviation Gas Turbine Div.) 


Source: Publishers Information Bureau Analusis 
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James L. Bates, Production Manager of Rockwell Manufacturing Company, Regulator Division, Norwalk, Ohio, 
says, “CONOVER - MAST PURCHASING DIRECTORY is always kept within arm's reach. It has been of tremen- 
dous value in securing new sources of supply and an invaluable aid in helping to effect purchasing savings.” 


You Get Into the Plant 
When You’re in CONOVER-MAST PURCHASING DIRECTORY 


At least half the worthwhile inquiries you get | onye over-Mast | 
come to you from plant and engineering executives. _ PURCHASING Digtcroxy 

You tap this tremendous source of business By PHEOLL OY 
through CONOVER- MAST PURCHASING DIRECTORY. ——— se 
It covers plant and engineering, as well as pur- 
chasing departments, at point-of-sale—right when 
the buyer is looking around for a reliable supply 
source like yours. 

To find how C-MPD can help you get valuable 


orders and inquiries, consult your advertising Conover-Mast 
agency, or write for ‘How to Use Directories PURCHASING DIRECTORY 


for Best Results.”’ 


e 
205 EAST 42nd ST., NEW YORK 17,N. Y. 


BRANCH OFFICES 
CHICAGO «+ CLEVELAND © LOS ANGELES 
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NIAA Topper 


B. F. Goodrich Co. 


For Developing 


Inquiries 


The B. F. Geodrith Company 
Tive & Equipment Division 
Department TW 364 


Accent on Service .. A tire and wheel analysis is offered 
by Goodrich to industrial users. Inquiries rose 21%. 


Too varied a market and line 


to talk about one item, so.. 


By Glenn E. Martin . . Advertising Man 
ager, Tire & Equipment Div., B. F. Good- 


rich Co., Akron, O 


® AFTER WORLD WAR IU, the mate- 
rials handling market expanded 
enormously. And with this expan- 
sion came a tremendous increase 
in the use of industrial tires. “In- 
dustrial tire” is the term used to 
describe tires used principally on 
industrial trucks or trailers for 
inside-the-plant transportation. But 
the term also includes those tires 
used on any of the countless types 
of materials handling and industrial 
equipment ranging all the way from 
wheelbarrows to yard tractors and 
concrete mixers. 

Competition was keen among tire 
manufacturers, with many offering 
special tires for special purposes. 
B. F. Goodrich made perhaps the 
most complete line of tires .. so 
many different sizes, tread com- 


pounds and tread designs in solid, 
pneumatic and semi-pneumatic 
tires, in fact, that it was virtually 
impossible to advertise them all. 

And if the field had been nar- 
rowed down, say, to only the most 
popular tires, we were faced with 
still another problem: the complex- 
ity of the industrial tire market. 
Railroads, warehouses, distributors, 
docks, terminals, express agencies, 
airports, construction companies, 
manufacturers of all kinds, proces- 
sors, utilities companies, govern- 
ment agencies and many, many 
other types of businesses use in- 
dustrial tires. Their industrial tire 
needs and problems were all differ- 
ent .. an ad directed to one group 
would interest none of the others. 
We found we couldn’t advertise 
“something for everybody.” 

How, then, to tell a prospect 
about our complete line of indus- 
trial tires about the tires we 
had that would answer his needs? 
A campaign built around service 


seemed the best and most logical 
answer. Offer service, then follow 
up inquiries with personal calls. It 
was a “natural” because the aver- 
age buyer of industrial tires has 
many service and maintenance 
problems, yet has no one within 
the plant who is really an industrial 
tire expert. Research showed us 
that many companies wasted untold 
sums of money every year because 
they did not use the right type tires 
for their materials handling work. 

A free analysis of the prospect’s 
materials handling operations, rec- 
ommendations as to the proper kind 
of tires to use, and maintenance tips 
formed the basis of our service. 
And we could back up our claims 
of unbiased tire recommendations, 
because B. F. Goodrich makes all 
types of tires. We had no axe to 
grind for any special type. 

The name we chose for this serv- 
ice came from its subject: the tire 
and wheel analysis plan short- 
ened to “TW Analysis” for advertis- 

Continued on page 104 
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The Golden Anniversary Issue 
of the SAE Journal gives you... 


A CHANCE TO STAKE YOUR CLAIM 
IN THE FUTURE OF THE 
AUTOMOTIVE AND AVIATION INDUSTRIES 


SAE JOURNAL’S most important issue—in February, 1955—will 


extrapolate the technical future in terms of past achievements in the en- 
gineering design and production of... 
® passenger cars ® trucks and buses 


® aircraft '  @ farm tractors and road machinery 


® parts, accessories, and engines for these machines 


These articles will be written by an all-star cast of engineering authors 


selected by their peers for this most complete analysis of the automotive 


technical future. 





SAE Journal’s February ’55 issue also will report the most important 
meeting in the history of the Society of Automotive Engineers... 
its GOLDEN ANNIVERSARY ANNUAL MEETING. 





This issue will have: 


REFERENCE VALUE .. . a signifi- 
cant issue that will be thumbed 
through in the weeks, months, and 


years to come. 


BLUE-CHIP ADVERTISERS .. . the 
list of advertisers will read like a 
who’s who in the automotive and 


aviation industries. 





This issue will be: 


A LOOK AT TOMORROW ... 


fresh as your next week’s news- 


paper ... a glimpse of things to 


come before they happen. 


AN ANCHOR FOR FUTURE DE- 
SIGN . .. this issue’s 12 major ar- 
ticles will be a catalyst for coop- 
eration between engineers who 
design and produce all kinds of 


automotive products. 





published by 


THE SOCIETY OF AUTOMOTIVE ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
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ing and promotion purposes. 

From the campaign’s inception we 
had the invaluable assistance of the 
Griswold-Eshleman Co., Cleveland, 
our advertising agency. Their group, 
headed by Charles Farran, vice- 
president, gave the idea direction, 
planned the ads and collateral ma- 
terial to promote the TW Analysis 
Plan, helped work out the follow- 
up procedure. The follow-up was 
probably the most important part 
of the campaign, for after all, our 
ultimate objective was to get into 
factories and plants with the story 
of our complete line of industrial 
tires 


Coupon Pulls .. Ads include a 
coupon offer. In the coupon the 
reader can indicate a desire for 
further information on the tire and 
wheel analysis plan and/or a desire 
for a free copy of the B. F. Good- 
rich “Industrial Tire Guidebook.” 
The book was created as a further 
incentive for inquiries, and is an 
example of the collateral material 
prepared to promote the campaign. 

All inquiries receive prompt at- 
tention. First, a letter is dispatched 
to the inquirer over the industrial 
tire sales manager’s signature. This 
letter thanks him for his inquiry 
and advises that a sales represent- 
ative will call shortly to offer his 
services. A copy of the guidebook 
is enclosed. 

At the same time, a form letter 
is sent to the BFG man (with the 
name and address of the inquiring 
party filled in) telling him of the 
inquiry and urging him to follow it 
up immediately. The bottom part of 
the letter is a questionnaire which 
he is to fill out and return to the 
sales manager in Akron when the 
call has been made. The questions 
include number and type of mate- 
rials handling units and the results 
of the call. If this questionnaire is 
not received within two weeks, a 
second form letter is sent to the 
sales representative reminding him 
of the inquiry and requiring imme- 
diate action. This simple yet effec- 
tive system guarantees a thorough 
follow-up of each inquiry and keeps 


the sales department informed on 
the status of each inquiry. 

Inquiries are keyed to publica- 
tions. This helps us to evaluate the 
various business publications and 
aids us in selecting media. In 1953 
our TW advertising appeared in 
Flow, Modern Materials Handling, 
Factory Management & Mainte- 
nance, Transportation Supply News, 
Western Industry, Purchasing, Flow 
Quarterly, Industrial Equipment 
News and New Equipment Digest. 

Inquiries exceeded expectations, a 
large percentage of them resulting 
in sales on the first call. Nationally- 
known companies . . a cross-section 
of American industry including 
railroads, appliance manufacturers, 
machinery manufacturers, office 
equipment manufacturers, steel 
companies, air lines, government 
agencies . . have written in. Inquir- 
ies in 1953 were 21% higher than in 
1952 . . and this was the fourth year 
that the campaign had run. 

Hand in hand with these results 
has been an increase in industrial 
tire sales. © 
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pany to be specific in its message to 
such industries as steel, petroleum, 
and chemical. Emphasis is on com- 
plete electrical systems. 

The “engineering leadership” 
campaign then, has added a third 
facet to this intensive promotion. It 
works hand in hand with product 
promotion in describing the crea- 
tive engineering responsible for the 
products. And it concentrates on 
the engineering content of the elec- 
trical systems which are featured in 
the industry campaigns. Thus, GE 
faces the industrial market with a 
balanced and intergrated program. 


Twofold Promotion . . Although 
the “engineering leadership” cam- 
paign was initiated in 1952, it really 
gathered momentum in 1953. The 
company also celebrated its 75th 
anniversary during 1953. This, too, 
was capitalized on prumotionally. 
Leading off the series was our 
16-page “blockbuster,” which ap- 
peared in “G-E Review,” our exter- 


nal publication, as well as in For- 
tune and Business Week. Each of 
the 16 pages was divided into four 
poster-type illustrations depicting 
GE “firsts” in electric equipment or 
systems. The “blockbuster” carried 
the banner “75 Years of Electrical 
Progress.” Full-page ads in the 
New York Times and in the nation- 
al edition of the Wall Street Journal 
plugged the insert. 

Five black-and-white bleed 
spreads in Fortune and Business 
Week and “G-E Review” cited case 
histories in which GE engineering 
effected improved products, out- 
standing systems, or rendered ex- 
ceptional service for a customer. 

The last ad in the series was an 
eight-page, black-and-white insert 
in the same media, covering sig- 
nificant electrical developments of 
1953. 

To measure the effectiveness of 
the campaign, the Starch research 
organization was employed to check 
the Business Week advertisements. 
The “blockbuster” came up with its 
fabulous 98% “noted;” the two-page 
spreads averaged 30% “noted,” well 
above average; and the eight-page 
“anchor” ad scored 76% noted. 


Extra Mileage, Too. . To increase 
penetration, reprints of the adver- 
tisements were merchandised ex- 
tensively. For instance, thousands 
of copies of the “blockbuster” were 
distributed under the signature of 
sales engineers to customers and 
prospects. Hundreds of copies went 
to Congressional and top adminis- 
trative personnel in government. 
Additional copies were handed out 
at trade shows and exhibits and also 
at the annual GE shareholder meet- 
ing. GE even obtained added mile- 
age by directing reprints to schools 
and universities to attract qualified 
graduates. 

The impressive list of electrical 
developments featured in the 16- 
page insert also served to remind 
GE’s sales engineers of the compa- 
ny’s contributions to the electrical 
industry over the years. In their 
dealings with customers, it gave the 
sales engineers another chance to 
talk engineering service. 

GE’s agency is G. M. Basford Co., 
New York, = 
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QUESTION: ‘*...how many hours per month 
reading and consulting MACHINERY’S 
advertising pages?”’ 


“T read it about ten hours a month. I take it home to 
read.” 

—Machine Shop Superintendent, 

Machine Tool Manufacturer 


“TI glance through it and check off items of particular 
interest to key people. Magazine then goes to a special 
assignments technician. He studies it from cover to 
cover, then routes it through the organization so that 
all advertising and articles of particular interest reach 
the proper people.” 
—Manufacturing Superintendent, 
Farm Equipment Manufacturer 


“MACHINERY is too important a magazine for me to 

read at the office. I therefore have mine sent home. How- 

ever, we do have a copy circulated through the Engi- 
neering Department.” 

—Vice Pres. in Chg. Production, 

Engine Parts Manufacturer 


Published by 
THE INDUSTRIAL PRESS 


148 Lafayette Street, New York 13, N. Y. 


QUESTION: ‘‘...how many men see your 
personal copy of MACHINERY?” 


“Twelve. It is then routed to several divisions, where 
subordinates also have an opportunity to read it.” 

—Manufacturing Superintendent, 

Elevator & Escalator Plant 

“Five department heads, who recirculate tagged details 


of the copy.” 
—Production Manager, 


Tractor & Farm Equipment Builder 
“Seven men read my copy, then the Foremen’s Club 


gets it.” 
—Works Manager, Sewing Machine Manufacturer 


“Eight men. It is then forwarded to the Shop Foreman’s 
office, where 12 more men see it.” 
—Manufacturing Research Engineer, 
Special-Industry Machinery 
“Twelve men, plus several apprentices of all crafts in the 
school room.” 


—Su perintendent of Shops, 
Locomotive Rebuilding Plant 


QUESTION: ‘‘...how many years have you 
been a reader of MACHINERY?” 


“Fifty-nine or sixty—ever since it was first printed, back 
in the nineties.” 


—Chief Development Engineer, 
Tool and Gage Manufacturing Firm 


“Twenty years? It’s been a long time, so I’m guessing.” 

—Su perintendent of Equipment & Methods, 

Aviation Engines 

“Have worked here 45 years and have read it as far back 

as I can remember.” 

—Su perintendent, Food Processing Machinery Builder 
“Ever since 1904 when I started business life.” 

—Chief Tool Designer, Electrical Instrument Firm 

“If MACHINERY was published 46 years ago, I read 


ite: 
—W orks Manager, Milling Machine Menufacturer 


Here is impressive proof of the value of 


MACHIN cE 


asa market place for metalworking 


' products. It reaches the right people.. 


it is thoroughly read... it is read by ex- 
ecutives who have been using it for 
an average of 14 years! 
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we make this offer for one reason only. We want every potential advertiser 
of power equipment and supplies to realize the tremendous impact and reader interest of 


Power Engineering. 


A recent editorial study by an independent research organization proved that 81% 
of Power Engineering's circulation . . . read every issue. . . and that 80% either specify 
or directly influence the purchase of power equipment and supplies. 


There is one good reason . . . it’s this. Every issue of Power Engineering is exclusively 


edited for and circulated to the Power Engineering men. 


For example ... take the January 1954 issue. Here is a list of key articles. Examine 


them closely .. . everyone a real tempting subject for the power engineer. 


Check any other issue in 1954... and if you find an article that is not of interest to 


the power engineer... WE WILL PAY YOU 3100. 


© a typical index page 


Annual Review of 1953 
Power Engineering Developments 
What the Steam Turbine Can Do 
in Your Industry 
Instructions on the 
Practical Lubrication of Chain Drives 
Boiler Feedpump Maintenance 
Can Be Controlled 
Does Your Plant Make Too Much Noise? 
How to Make Fuel Cost Comparisons 
the Graphical Way 
Pointers on the Conservation of 
Fuel, Heat and Energy 
The Electrical Distribution System 
Requires Planning 
What You Can Do About 
Diesel Cylinder Corrosion 
Layout Hints in Planning the 
Piping System 
Compressed Air Is Expensive— 
Don't Waste It! 
Water in the Cooling Tower System 
Needs Treatment Too 
Instruments and Controls 
Determine Plant Efficiency 
Good Boilers Deserve Good Auxiliaries 
There Is a Type of Fan for Every Need 
Refrigeration Puts the 
CONDITION in Air Conditioning 
Designer Can’t if Operator Won't— 
ASME Meeting Theme 
Make the Fuel, Firing, Furnace and 
Fireman Match 
Capacitor Regu'ation Cuts Power Bills 
Tips on Squeezing BTUs 
from Process Steam 
The Liquid Jet Pump Is a 

Natural for Tough Jobs 117 


PE 1-54 
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New products 
and profits with 
Armour Chemicals » 


Tablespoon quantities of Armour Chemicals 


stop corrosion — 8'/2 years life added 
to pypeline equipment’ 


First time 

secondary fatty amines 
ever offered te industry! 
© new unsatanwed secondary 


smncs produced from tallow 


4 aod soya are now available for 
MR OE yout testung These ate the Geet 
- ~~ = vecondar 
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[Seer SRR Se es ee 


Kitchen finishes stay sparkling white for years — 
when they're made with this top fatty acid! 


Shaving creams and shampoos stay fresher 
longer with Armour's stable oleics! 


ARMOUR CHEMICAL DIVISION 





How to sell a fatty acid . . 
advertise to find a market 


® IF YOU HAD TO SELL such things 
as long chain fatty acid derivatives, 
you'd probably up and quit. 

But Armour & Co.’s Chemical 
Div., Chicago doesn’t look at it that 
way. And neither does Foote, Cone 
& Belding, the division’s agency. 

Those people have to sell not only 
long chain fatty acid derivatives 
but also fractionated coconut oil 
fatty acids and unsaturated second- 
ary amines not to mention just 
plain fatty acids and tall oils. 

And sell they do. 


NIAA Topper 


Armour Chemical Division 


For Suggesting New Applications 


They sell with ads. They sell by 
merchandising the ads. They sell 
with technical literature. 

They sell so darn well they won 
a Topper award for suggesting new 
applications for their products. 

The Armour people feel there’s 
not much use having a fatty acid 
around if they can’t make a buck 
or two on it. Consequently, the main 
objectives of their Topper-winning 
campaign were: 

1. To increase the sale of fatty 
acids and fatty acid derivatives in 
known applications. 

2. To discover new uses and de- 
velop new markets for these mate- 
rials. 


ondary amunes ate more casily 
hquehed than the curresponding 
secursced secorwlary amine (Ar 
meen 2HT), and will show hetter 
solubdity sn organic solvents 
These products ate so new that 
possible uses have not yet been 
explored extensively Mewever, 
the chemist anquamecd with the 
ractivaty and polar substaanvny 
ot es and thew derivatives 


sihers and de-crouisifiers, os 
Seinples of both of these new 
wcondary amines ate available 
on your testing, We will be 
pleased ro give you techmecal as. 


sistance in usmg these products 


YOUR LETTERHEAD 


ARwOUR AND COMPANY 
1995 WEST 3ist STREET 
CmCAGO § KLINOIS 


3. To explore possible applications 
and develop uses and markets for 
new fatty acids or derivatives. 

A high reputation as a meat pack- 
er doesn’t do you much good if 
you're out to sell industrial chem- 
icals, so Armour hoped its campaign 
also would: 

1. Develop and nurture in those 
industries which consume industrial 
chemicals an awareness of Armour 
& Co. as an important chemical pro- 
ducer. 

2. Build for the Armour Chem- 
ical Div. a reputation for highest 
quality fatty acids and derivatives 
backed by a strong and capable re- 
search and technical organization. 

Continued on page 112 
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As the Building Boom Continues into '55... 


— cover the 


LARGE BUILDING MARKET 
wth 


HEATING 
VENTILATING _ 
fe 


—THE Magazine that 
actually molds its circu- 
lation to fit this specific 
Market 


...and gives you a bonus- 

feature of “Pinpointed” 

coverage 

... by coordinating its cir- 

culation with identified 

specifiers of equipment: engineers and engineer-type 
contractors who are known to control the bulk of the 
industry’s large-volume buying. 

Proof of HEATING AND VENTILATING’S advertising 
effectiveness is in its high inquiry-returns: better than 
20,000 from advertisements alone in the last 
12 months! 


ON YOUR ADVERTISING SCHEDULE 
FOR 1955... 


HEATING 
VENTILATING 


PUBLISHED BY THE INDUSTRIAL PRESS 
148 Lafayette Street, New York 13, N. Y. 





— cover the 


SMALL BUILDING MARKET 
atthe 


— THE Magazine that cov- \J 
ers this specific Market 
thoroughly 


... by (1) locating the im- 
portant buyers of the prod- 
ucts you sell: automatic 
heating, plumbing, venti- 
lating, air conditioning and 
related equipment for sys- 
tems which do not have to be individually engineered, 


..and (2) by holding the attention of these known 
buying-authorities with top-calibre, terse news that 
“majors” in subjects in which they are most inter- 
ested: new equipment. 

Proof of HPEN’s intense and responsive readership 
is in its exceptional inquiry-return record: an average 
of over 9,600 per issue! 


ON YOUR ADVERTISING SCHEDULE 
FOR 1955... 


HEATING & PLUMBING 


Eager" News 


PUBLISHED BY THE INDUSTRIAL PRESS 


148 Lafayette Street, New York 13, N. Y. 


°The Building Boom continues...as we approach 1955 with a 4% increase over the record for 
non-residential building...as the home-and-small-building market promises to exceed $1.5 
billion annually...as the yearly need for schools continues at the pace of $6.75. billion. 


September 1954 /109 





DU PonT 
CONTINUOUS 
PEROXIDE 

BLEACHING 
SYSTEMs 





Is your literature in 
this group! 


iene 
: tne, 
Here is a splendid method of getting € High Quality ; 
your sales material in the hands of 7 ; i 
actively interested prospects. PERLE CLEACKING 
See that TEXTILE INDUSTRIES gets 
copies of all your current and new at low cost 
material. It will be listed, without 4 
charge, in the widely consulted “Help- , 4 ia 3 
. > 5 ” ‘ Sed . a asinine : > f if. x 
ful Booklets” feature of this magazine. i as TL pe 
Information on general industrial rE 
equipment and services, as well as on 
that specifically for textile manufac- 
turing, is welcome. 
(Literature pictured is only a frac- 
tion of the total pieces currently listed 
in TEXTILE INDUSTRIES.) 
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To sell America’s huge 
textile manufacturing market 





Textile Industries is 
your BASIC advertising medium 


ial Marketing 





THE TEXTILE INDUSTRY IS A BIG... AND ACTIVE MARKET 


13,940 requests 
for advertisers’ 
literature 


HE INTEREST TEXTILE MEN are showing 

in new equipment and methods is 
terrific. It’s one of the healthiest business 
signs you can look for. 


Each month TEXTILE INDUSTRIES re- 
ceives hundreds of requests for more in- 
formation on new equipment items and for 
manufacturers’ literature listed in our 
“Helpful Booklets” feature. Total cards 
from readers last year was 13,540. Thou- 
sands more went direct to manufacturers, 
for their addresses are given with every 
piece of literature listed. 

There are reasons why your literature 
gets this more active interest from 
TEXTILE INDUSTRIES readers. TEXTILE 
INDUSTRIES is exceptionally strong with 
management and production men — men 


active in the mills, men who are responsible 
for mill performance. 


These are the men your literature is 
written for — the same men you want 
your advertising to reach. And more mill 
men receive and read TEXTILE INDUSTRIES 
than any other textile journal. 


Net paid circulation is teamed with 
Directed Distribution to give you this more 
productive coverage of the men who will 
buy from you. The plan makes sense — so 
much sense that it is building a record of 
inquiry and sales response unapproached 
in textile advertising. Advertise in TEx- 
TILE INDUSTRIES. You’ll see. 


TEXTILE INDUSTRIES, 806 Peachtree Street, N. E. 
Atlanta 5, Georgia 
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Armour . . Topper 


They aim high at Armour’s. 

And they set right out to achieve 
those aims through publication ad- 
vertising, direct mail merchandising 
of those ads and preparation and 
distribution of technical literature. 

The campaign made use of edito- 
rial technique in two types of ads, 
run monthly. Two-page spreads in 
Chemical Week were aimed at man- 
agement. They told the story of 
Armour fatty acid products in non- 
technical style and covered known 
product applications and_ possible 
new uses for them. In Chemical 
& Engineering News and Chemical 
Processing, more technical treat- 
ments of similar information were 
aimed at laboratory research and 
product development chemists. 

To merchandise the campaign, re- 
prints of individual ads were mailed 
each month with a covering letter 
to a list of persons in the field. 

Technical literature was prepared 
and sent out to persons who re- 
quested it. 

Well, how'd they do? 

1. Coupon request from the ads 
for samples and literature increased 
each month and at the time of the 
Topper competition were running 
at 325 per month. 

2. Armour’s share of the market 
for coconut oil fatty acids increased 
from 30° in 1952 to 39% in 1953. 
During that year, over-all sale of 
this product increased 1,488,000 Ibs. 
and Armour’s sales increased 1,382,- 
000 Ibs. . . 920% of the over-all in- 
crease. 

3. Many present large users of 
Armour fatty acids can be traced 
to original coupon returns request- 
ing samples or information. 

All of which leads to the conclu- 
sion that you probably brushed 
against a fatty acid in some form 
today (they’re used in everything 
from soap to printing ink) and that 
there’s a good chance it was an Ar- 
mour product. 

The moral to the story is that 
you can sell a lot of fatty acids with 
advertising. So if you have a prod- 
uct you think is pretty good but are 
not sure just what it’s good for . . 
advertise, friend, advertise. 8 





43 ‘Of all businesses shut 
down by fite are now as 
extinct as dinosaurs. 
Reeords burned, orders destroyed, 
customers lost. Better protect- 
your business with a KIDDE 
fully AUTOMATIC CO: Fite 
Extinguishing System. 


Walter Kidde & Company, Inc. 
Main Strect, Belleville ¢, N. J. 
Walter Kidde & Company of Canede, Lté., Montreal, P. Q. 


Retail Technique. . Un: 


Walter Kidde & Co. 


For Advertising of Maintenance, Service Equipment 


No one wanted to talk about it 
but Kidde ads changed all that 


By Stuart Grant . . Advertising 


Promotion Manager 


® ONE OF THE difficulties which we 
encounter in advertising fire extin- 
guishing equipment is that we have 
a negative subject to deal with. No 
one really wants to talk about fire, 
and no one contemplates the pur- 


chase of fire extinguishing equip- 
ment with any degree of joy. 

In addition, each built-in carbon 
dioxide fire extinguishing system is 
tailor made and must be individual- 
ly engineered for the specific hazard 
it is intended to protect. Our prob- 
lem was to find a device which 
would attract readership and im- 
plant an idea which would cause 
the reader to do something about it. 

I have always had a pei theory 
that the purchaser of industrial 


Continued on page 116 
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AUTOMOTIVE 


CHILTON News of automotive and aviation manufacturing 
— mponwt® ... America’s largest industrial market 
© ? from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








ALTHOUGH THE CHANGEOVER period for new automobiles this year will be the longest 
Since before the war, shutdowns at individual plants will range only from three to 
five weeks. This year's changeover period is expected to last through October, and 
manufacturers are spacing plant shutdowns through different dates to minimize total 
unemployment. 


GENERAL ELECTRIC CO. has developed an automatic AC electrical control system for 
aircraft which it claims eliminates at least 10 functions previously done by the 
pilot. The system, which requires no manual switching, has already been installed on 
the new Douglas B-66 twin-jet bomber. 


DEFENSE CONTRACTS totalling more than $200 million have been awarded to 18 firms 
by the Commerce Department. The new assignments are part of the $1 billion procure- 
ment program by the Air Force. Ford's Aircraft Engine Div. received the biggest con- 
tract, $92.598 million, for 403 Pratt & Whitney J-57 turbojet engines, while GM was 
granted two separate awards for its Allison division--a $40 million assignment for 
J-33 jet engines and spares, and another $4 million order for turbojets and special 
tools. 


THIS YEAR, the automotive and aviation manufacturing industries will be spending 
approximately $14 billion for parts, materials, supplies, machine tools and other 
plant equipment. This vast field is your No. 1 industrial market. Your No. 1 medium 
for selling to this profitable market is AUTOMOTIVE INDUSTRIES . .. the news maga- 
zine of automotive and aviation manufacturing. 


PACKARD MOTOR CAR CO. has received a contract from the Navy to design and develop 
a@ new gas turbine engine which has been under study for 18 months by a special engi- 
neering group at the company. It expects to have the engine ready for testing soon. 
As part of its long-range diversification program, Packard will soon embark on a 
broad engineering project to develop new light-weight Diesel engines for industrial 
and civilian uses. 


FORD MOTOR CO. has been granted a $1 million contract for development of a new 
secret weapon for the Air Force and was given an extension of work under two other 
defense assignments. Extensions of contracts cover the M39 20mm automatic gun, de- 
scribed as the fastest firing weapon ever used by the U. S., and expansion of 
weapons engineering and testing facilities at Ford's Rouge plant. 


FACTORY SALES of motor vehicles for the first six months, while lower than last 
year, set the fourth highest mid-year mark, totalling 3,557,452. During the first 
half of 1953 there were 3,877,869 factory sales on record. 


AMOUNT OF EXPENDITURES fcr new plants and equipment by the automotive and aviation 
manufacturing industries increased 23 per cent for 1954 over 1953, according to 
U. S. Dept. of Commerce reports. All other durable goods industries decreased their 
expenditures, except the electrical machinery industry which is realizing a 1.9 per 
cent increase. Automotive and aviation manufacturing is America's biggest industrial 
market. AUTOMOTIVE INDUSTRIES reaches the buying power in this healthy, growing 
industrial market, 





NOW, A PORTABLE TV! It's about the 
size of a portable typewriter... and has 
no tubes except the five-inch picture tube! 
This experimental TV set, being tested by 
four staff members of the RCA Researclir 
Staff, uses transistors that work on bat- 
teries. Other engineers have designs for 
new transistor products on the way, and 
they get a whale of a lot of help from the 
searching reports on parts and components 
in ELECTRICAL MANUFACTURING. 


A NEW HOME FOR A HOME CONDI- 
TIONER...An “exploded” cabinet of 
the U. S. Air Conditioning Company's 
window air conditioner makes news be- 
cause the whole thing’s made of Fiberglas- 
reinforced plastic ... smart to look at... 
and about a third the weight of steel. 
This, too,.is part of the new technology 


that ELECTRICAL MANUFACTURING 


reports...fast...to men in charge of 
design engineering. 


UPSIDE-DOWN FILLING... It's fascinat- 
ing to watch aColton tube filler; it fills and 
seals inverted tubes... ejects 85 a minute 

. automatically. It can handle materials 
so sensitive that one part per million of a 
corrosion product can ruin an entire run. 
The secret... nickel-chromium specified 
for the exposed parts. ELECTRICAL 
MANUFACTURING regularly analyzes a 
list of alloys and other materials to help 
engineers lick such problems. 


ew “wonder products” 





NOW MATCH-HEAD SIZE... It was the Bell Telephone Laboratories that really started the transistor that 
replaces vacuum tubes with a thumb-size crystal. That wasn’t enough. Now they’re working on a match-head- 
size diode, shown here with the vacuum tube it can replace! Watch for another wave of research and product 
re-design to whittle down the size of equipment and keep the ELECTRICAL MANUFACTURING market humming. 
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NOSING OUT SUBS...In the bulbous 
white nose of the Navy’s deadly anti- 
submarine flying boat, the Martin Marlin, 
powerful new electronic devices spot sub- 
marines at great ranges. As the compo- 
nents of such new military developments 
are de-classified, they are reported in 
ELECTRICAL MANUFACTURING ... 
and defense and industry both move 
ahead, to design “‘impossible’”’ detecting 
equipment for all kinds of uses—fast! 


a 


BILLETS TO BULLETS... Raw steel 
billets are sawed, hot forged and machined 
at the Rockford Ordnance plant with one 
man monitoring the whole production 
line. Here’s one of six great lathe stations, 
with a four-armed robot in the center to 
move shells along through a hundred auto- 
matic operations. Men who design engi- 
neer these mighty (and mighty complex) 
machines keep up with the new technology 
in ELECTRICAL MANUFACTURING. 


launch new markets 


There’s no doubt the men who are design engineering the new machines, 
appliances and equipment of what Air Force General Twining called ‘‘this era of 
fantastic change’ are opening up vast new markets. 


Few makers of the materials, components and instruments that will go into the 
new product designs can foresee where their products will find new uses. 

The problem is . . . how to get into plans they don’t even know about. And the 
answer ... with consistent advertising in ELECTRICAL MANUFACTURING. 
This is where the new technology is getting its biggest push 

toward quick application in new product designs. 


The men in charge of design engineering read ELECTRICAL MANUFACTURING 
with more urgency than any other magazine today, because their 

problems are not simply electrical or mechanical . . . but electromechanical. 

Each product design is a single integrated system . . . generally 

hanging on new electrical technology. 


That’s why ELECTRICAL MANUFACTURING is read more ... and sells more 
... to the men who are design engineering today’s (and tomorrow’s) products. 


me | 


miata 2 a 
Electrical === 
'Manufacturing | 
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Electrical Manufacturing 


The essential magazine for every engineer 





designing electrically operated products 
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Kidde ads ‘talk about it’ 
begins on p. 112 


equipment does not change emo- 
tionally when he gets to his office 
and thus become a different kind of 
being. He gets up in the 
shaves with equip- 
retail advertising 


human 
morning and 
ment that 
told him about. He puts on a suit of 
clothes which he probably bought 
as the result of some advertising. 
He drives to his office on 
which he again bought as the result 
of somebody ’s Why 
should we assume that the moment 
he gets to his office he hangs all 
these human emotions on the hat 
rack with his hat and becomes an- 
other kind of who re- 
sponds only to advertising which is 


some 


tires 


advertising. 


individual 


made up of nuts and bolts? 

In analyzing the situation it oc- 
curred to me that we had spent a 
lot of energy in past years advertis- 
ing specific applications instead of 
selling the general idea of fire pro- 
tection. To compete for the atten- 
tion of the reader of industrial pub- 
lications we had to compete with 
every other ad in the book, so we 
decided on what I call, for lack of a 
better descriptive term, the “retail 
technique” consisting of powerful 
layout and short copy. Essentially 
the ad says, “Look out, mister, you 
might have a fire. Better call 
Kidde.” 

You could spend a lot of time ar- 
guing the merit or demerit of such 
an idea and such a campaign, but 
after all, the final measurement is 
sales. In 1953 our total unit sales of 
portable fire extinguishers 
25%. Contracts closed for built-in 
systems were 12% higher than the 
preceding year, but the dollar value 
of the contracts increased by 44%. 
The number of traceable inquiries 
although no ad carried a 


rose 


rose 20%, 
return coupon. 

We have always offered our sales 
organization reprints of ads for 
their own mailings. Each year the 
requests for ad reprints has not 
varied except by a few percentage 
points. But when this series of re- 
prints was offered, the number of 
reprints used by agents rose 1,700%. 

Kidde’s agency is Cunningham & 
Walsh, New York. a 
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@ PART ASStmaiy 


1 part of Du Pont nylon plastic 
eliminates 4-part switch assembly 


In the newest pull-chain light sockets 
manufactured by the Monowatt Depart 
ment of the General Electric Company 
one part moided of Du Pont nylon plastic 
does the job which previously required s 
4-part amembly —a ratchet, an insulator 
for the ratchet, « short length of chain 
and 2 hook to attach the chain to the in 
sulator, The nylon part reduces manu 
facturing coats, amplifies assembly 

and ehminates the pommbility of shorting 
or shocking UL listed, the part showed 
no signs of wear after « 75,000-pull test 


combination of properties. Where nylon 
functions as the ratchet, it has the neces 
sary toughness to resist chipping and 
cracking. Where nylon functions as the 
ingulator, it has the dielectric properties 
for a 250 watt-250 volt rating yer 
maintains ite strength under high oper 
ating temperetures. And where nylon 
does the job of the hook and chain, it has 
the flexibility and strength in thin sec 
tions to take pulling and bending, suro. 
mer and winter 

Parts of Du Pont nylon can be eco- 


This is an excelient example of im 
proved demgn and better performance 


made possible by Du Pont nylon's unique costs. For full information on nylon and 





Read Most. . Simple 


st rat among seven 


Du Pont 


For Advertising of Primary Materials 


Straightforward ads win award 
for promoting primary materials 


® A STRONG ILLUSTRATION and 
straightforward copy brought in a 
winner for Polychemicals Dept., E. 
I. du Pont de Nemours & Co., Wil- 
mington, Del. 

The Associated Business Publica- 
tions award-winning campaign was 
aimed at: 

1. Convincing manufacturers of 
the versatility of the Du Pont family 
of plastics and interesting them in 


other Du Pont plastics, write 
EI du Pont de Nemours & Co 
Inc ), Polychemicais Department 
Blom 324 Du Pont Bidg 


designing new products or improv- 
ing existing products by making use 
of the unique combination of prop- 
erties of these plastics. 

2. Aiding Du Pont customers, the 
plastics molders, in getting accept- 
ance of the molding process and 
products made of Du Pont plastics. 

3. Providing sales leads. 

Publications used were Business 
Week and Fortune. 

Du Pont’s agency is Batten, 
Barton, Durstine & Osborn, New 
York, & 
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Preferred by industrial purchasers 
MacRAE’S :.:. 


Produces for industrial advertisers 


In one convenient volume MacRAE’S BLUE BOOK gives the essential indus- 
trial product data that industry’s buying decision makers need. By eliminat- 
ing non-industrial matter it avoids extra-book confusion and saves look-up 
time. Busy executives appreciate it. A survey among more than 18,500 leading 
industrial plants receiving the BLUE BOOK annually brought out this fact: 


In 4 out of 5 plants receiving it, 
MacRAE’S is the most used buying guide. 


That kind of preference pays off to BLUE BOOK advertisers. That 
is why the nation’s top-ranking suppliers to industry have found 
BLUE BOOK advertising productive throughout 62 consecutive 


years, a record no other industrial directory can match. That is a! as 


ice 
why the “comers,” too, are depending on MacRAE'S selling power, 


as 291 new advertisers in the current issue attest. h T - 
Reserve space now in the 1955 issue of MacRAE’S E 


ONE BOOK iorrci:.. 


\ 7 
MacRAE’S sco 
qc BOOK 
18 East Huron Street, Chicago 11, Illinois 
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Engineer's weakness for facts, 
figures, blueprints exploited 


® WHAT INTRIGUES an engineer more 
than just about anything? A blue- 
print, of course. 

U. S. Steel took advantage of this 
weakness in the “I-Beam-Lok” 
campaign. 

Nearly all the ads in the cam- 
paign, which ran in business pub- 
lications reaching engineers, carried 
a portion of the blueprint to attract 
the attention of the engineer. 

I-Beam-Lok bridge flooring is a 


specially fabricated steel flooring 


Stew Basmule Brides... 
US'S I-BEAM-LOK 
sve 272 tons of foing dateight 


U.S. Steel 


For Advertising of Construction Materials 


which can be either filled with con- 
crete to form a solid floor or used 
alone to form an “open’”’ floor. 

All of the ads in the series were 
slanted to the engineer the man 
responsible for the design of proj- 
ects in which such products can be 
used. They are case history ads 
filled with facts and figures (other 
items dear to the engineer’s heart) 
about specific jobs that have been 
done better, faster or cheaver with 
these products. Photographs of the 
produc’ in use are featured. 

The unprecedented bridge and 
highway construction going on to- 
day offers a variety of material for 
use in the campaign. A sizable part 


of the campaign also is being de- 
voted to the application of I-Beam- 
Lok as a replacement flooring. 

The media and copy section of 
USS’s advertising division gets no- 
tice of new projects from the spe- 
cialty Outstanding 
ones (not always the biggest) are 
selected, and the necessary material 
is gathered to produce a good ad. 


sales. division. 


In some cases, it is necessary to 
visit the project with a photographer 
to get construction photos and in- 
terview the engireers and contrac- 
tor to secure all pertinent data. 

Batten, Barton, Durstine & Os- 
born, Pittsburgh, is U. S. Steel’s 
agency. e 
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Reasons For Better Readership 


In’ most of our advertisements we tell about the many things we are 
constantly doing to make the Journal the kind of magazine men of the 

‘ ‘oil industry will want to read with full confidence that what they read 
is true, timely and correct. 


Here you see the men who are most responsible for. this reader 


confidence, in the Journal.* : ; 


P . 
We are proud of them and justly so. Through their effort? reader interest 
ini the entire Journal automatically increases, reader acceptance of* 
Journal advertising. " . 


After all, isn’t the Reader “the most important man to both of us.” 


* We are sorry our metallurgical editor and Washington editor could not be 
here for this picture. 


PETROLEUM PUBLISHING COMPANY, Inc. 
211 So. Cheyenne e@ Tulsa, Oklahoma 
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Do You Need a Building Site with Good Water? 


under its reproductior 


/irgumia, West Virgima and Ontario. 


Chesapeake & Ohio Rwy. Co. 


Re 
30 miles south at 
s are available » ° ° 
CER For Advertising of 
u want and where you want ; . 

¢ installation for much Relations, Services 


st. For further details, write 


to Chesapeake and Ohio Railway, Cleveland 1, Ohio, 


Chesapeake and Ohio Railway 


SERVING 


VIRGINIA » WEST VIRGINIA - KENTUCKY » OHIO 


INDIANA MICHIGAN SOUTHERN ONTARIO 


One Thing at a Time. . Industrial 


pecif ivantages 


wie 


Railroad attracts industry 


with ads that are different 


. - General Indus 


By Charles R. Warren 
trial & Ohi 


rial Commissioner, Chesapeake 


way Co., Cleveland 


® MANY PEOPLE still think of Ches- 
apeake & Ohio as primarily a “coal 
road,’ and some fifteen years ago 
this idea would have been substan- 
tially true. At that time only about 
26% of the road’s freight revenue 
came from the transportation of 
products other than coal and coke. 
Today, while the C&O is proud to 
be the nation’s No. 1 bituminous 
coal hauling railroad, the volume 
of general merchandise carried ac- 
counts for about half the freight 
revenue. 

There are several reasons for this 
change in the relative volume of 
the two classes of freight, but the 
principal reason is that the C&O 
decided to change it. Too many eggs 
in one basket is never good policy, 
no matter how good the eggs are. 


One of the methods adopted to in- 
crease the volume of merchandise 
freight was a campaign to locate 
new industries along C&O lines. 

In itself this was nothing new. 
All railroads would like to attract 
new industries. Many of them have 
industrial development departments 
and many advertise for new indus- 
tries. But C&O went about it a 
little more thoroughly. 

Most industrial development ad- 
vertising sounds pretty much alike, 
whether it is signed by a railroad 
or a state commerce board. In try- 
ing to cover the whole territory it 
is vague and general. It promises all 
the things a prospective industry 
wants . . plentiful labor, low taxes, 
water. You 
could juggle the signatures around 
and never notice the difference. 

C&O industrial advertising is dif- 
ferent. Each advertisement talks 
about one specific site and empha- 
sizes that site’s outstanding features. 
Such advertising brings in a very 


raw materials, good 


Public 


satisfactory number of 
from prospects who are really in 
the market and has resulted in the 
location of a large number of de- 
sirable new plants. 

When an inquiry is received, the 
prospective industry is asked for a 
complete statement of its require- 
ments. On the basis of this informa- 
tion a pin point survey is prepared, 
tailored to the specific needs of the 
prospect. Often information is sub- 
mitted on several sites and the in- 
quirer has the privilege of consider- 
ing several sites other than the one 
which brought the original inquiry. 
Since the end of World War II, an 
average of more than 100 new per- 
manent industries have been lo- 
cated each year, adding a, cumula- 
tive total of $16,000,000 new rev- 
enue. Revenues from temporary lo- 
cations du*ing the same period have 
added more than $3,600,000 to the 
railway’s income. 

The success of C&O’s industrial 
development program can be at- 

Continued on page 122 


inquiries 
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NEW YORK ¢ 


The big sales 

are made to the 
Chemical and 
Process Industries 
at the 


Exact Point 
where research 

is translated 

into production... 


.. through INDUSTRIAL & ENGINEERING CHEMISTRY, 
the “Economy Buy”’ that 
gives advertisers COMPLETE REPRESENTATION 
in the 24 Chemical and Process Industries 
at only $475 per page—$5,700 for all 12 issues. 
For $600 LESS 
than the next chemical and chemical engineering 
magazine in the field 
you reach 30,000 professional chemists and chemical engineers 
who do the HIGH LEVEL 
applied research, design, development, and operations 
PLANNING. 
Buying is a team operation in the C&PI... 
not a one man, one title, one function job. 











Chemisty 


INDUSTRIAL & ENGINEERING 


An American Chemical 


Society Publication VOD 8 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
430 Park Avenue, New York 20, N. Y. 


CHICAGO ¢ CLEVELAND «¢ LOS ANGELES ¢ SAN FRANCISCO « SEATTLE « HOUSTON ¢ DENVER 
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C40 railroad ads different 


tributed largely to the thoroughness 
with which the department prepares 
its material. Each site is thoroughly 
studied and complete data gathered 
on available labor, utilities, trans- 
portation, taxes, zoning and other 
factors that a prospective purchaser 
would want to know about. Often 
aerial photographs are made, in- 
cluding stereoscopic views _ that 
show the area in three-dimensional 


perspective. 


3D Views, Scientific Aid .. In ad- 
dition to offering scientific help to 
any company in finding the site 
needed, the C&O supplies depend- 
able, on-time freight transportation 
to attract and hold shippers. C&O 
territory includes the natural re- 
sources and labor forces in such 
areas as Sarnia, on the railway’s 
Canadian Division; throughout 
Michigan; West Virginia’s Kanawha 
River Valley, “America’s Ruhr”; the 
Virginia Tidewater and the Ohio 
River Valley of Ohio and Kentucky. 

Evidence of the widespreading in- 
dustrial development on the C&O 
was the location in 1953 of a new 
major plant at each end of the 
system. These were the Hooker 
Electrochemical Corp. plant, at 
Montague, Mich., and, 1,000 miles 
away, the Pan-American Refining 
Co. plant near Newport News, Va. 

C&O’s industrial development 
program is under the direction of 
the general industrial commissioner, 
with a staff which includes men 
trained in engineering, economic 
geography, geology, and other tech- 
nical fields. 

The advertisement, reproduced on 
the preceding page, part of the C&O 
campaign, follows the copy and lay- 
out principles consistent throughout 
the campaign. Square, forthright 
photographs show one _ particular 
tanks, 
rail sidings, etc., for the industrial 
site buyer. 

The illustration takes up more 
than half of the ad, and copy is 
rather short, direct and extremely 
simple. 


site, with its advantages 


The agency handling the adver- 
tising is Robert Conahay, Inc., 
Cleveland. ® 
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The taper makes TIMKEN’ the only 
journal bearing that delivers what you 
expect when you buy a roller bearing 


TAPER AND WIDE 
NREA CONTACT KE 
ROLLERS IN POSITIVE 

INBKCING Win 


prope shewing ape o 0 
siter me cumun. prrensts them wah yodds. There's 
THe TAPER MAKES TIMKEN THE SEARING TOU TRUST 
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Blackboard Method. . Sule: 


Timken Roller Bearing Co. 


For Advertising of Component Parts 


Got a complex story to tell? 


Say it with a simple sketch 


wi 


By S. T. Salvage . . Advertising Manager 


imken i ier pearing 


® ONE OF THE quickest ways to 
show the basic advantages of our 
company’s product was with a 
blackboard sketch. So we put the 
sketches in our ads. 

Our agency’s artists and copy- 
writers kept the sketches and ac- 
companying explanations extremely 
simple. 


Our sales problem shaped up 
something like this: 

For several years the principal 
objective of our railroad publica- 
tion advertising had been to interest 
railroads in applying roller bearings 
rather than the conventional fric- 
tion bearings to freight cars. Timken 
had been the only roller bearing 
manufacturer making any particu- 
lar effort to interest railroads in 
roller bearings for freight cars. So 
our basic objective was to make the 
railroads aware of the advantages 

Continued on page 126 
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s One way is to train your salesmen to sell better. That you’ll always do. 
But it takes time. = Another is to enable them to spend more of their 
time face to face with prospects who are really interested; ideally those 
who have invited them to call. This you can do something about right now. 

sA good catalog program is the key, because those who specify and 
buy in industry almost always use catalogs to sift suppliers before calling 
in salesmen. And your catalogs can be planned specifically to induce 
more of them to call in your men. They can be placed strategically in the 
offices of all good potential customers and kept there ready for instant use. 

» Helping manufacturers get more invitations for their men to call, 
through better catalog procedure, has been the whole business of Sweet’s 
for nearly 50 years. A helpful new booklet, ‘‘ Your catalogs—key to more 
orders,”’ is yours for the asking. Sweet’s Catalog Service, div. of F. W. 
Dodge Corp., Dept. 80, 119 W. 40 St., New York 18. Offices in all prin- 
cipal cities. ‘““The easier you make it for people to buy your products, the 


easier they are to sell.” 
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COMPANY: Thomas Manufacturing Co, 
CONTACTS: Bd Thomas,Jr., V.P. - Production 
Walt Jeffers, Tool Engineer 


Bill Farand, General Supt. 


REMARKS Here's another sale that Walt Jeffers OR'G, though 


1 had to get approvals {rom Bd and Bill too. 
Thomas Mig. sure hes praced a Lot ot orders #ith 


us this year - and Av’ s always Ube seme <hree Euys 


tinal decision, 








ae 
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salesmen must see to sell! 


“HERE’S ANOTHER SALE...” 


Your salesmen know that each order requires the ap- 
proval of certain key executives, regardless of title, in 
the plants where they make sales calls. 


MILL & FACTORY uses 1,645 sales engineers, like your 
own salesmen, to hand-pick its readers. That’s because 
they personally know, through repeated plant calls, the 
men with real buying influence in their territories. 


Your advertising message goes directly to these same 
key executives in paid copies of MILL & FACTORY. 


It reaches the men, regardless of title, your salesmen must 
see to sell. 


205 EAST 42ND STREET * NEW YORK 17, N. Y. 


A CONOVER-MAST PUBLICATION Mill, Facy 
vo AC Ory 


mag? 
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Timken sketches tell story 


of roller bearings in general, rather 
than specific advantages of any par- 
ticular type of roller bearings. 

But in 1953 we met with our 
agency, Batten, Barton, Durstine & 
Osborn, New York, to develop a 
new advertising campaign. We had 
three basic reasons for a new ap- 
proach: 

1. “Roller Freight” . . roller bear- 
ings for freight cars . . appeared to 
be a coming actuality. Railroads 
were showing more and more inter- 
est in the advantages of roller bear- 
ings for freight cars. 

2. Three competitive roller bear- 
ing manufacturers had entered the 
field with a roller bearing freight 
car journal box design 
straight bearings. Two of 
these companies had had experi- 
ence in applying roller bearings to 


using 
roller 


passenger cars and_ locomotives 
while the other roller bearing man- 
ufacturer was completely new to 
the railroad field. 

3. The three competitors 
starting to advertise and were not 
only helping to sell the idea of roll- 
er bearings for freight cars, but also 
were attempting to build up one 
particular feature of the straight 
roller bearing into an advantage 
over the tapered roller bearing. 
Ours was a tapered roller bearing. 

So we set out to show that the 
Timken tapered roller bearing was 
the best type and make of bearing 
for cutting operating and mainte- 
nance costs. Further, we were the 
only roller bearing manufacturer 
which was offering this type of 
service. With this in mind, we de- 
veloped the headline: “The taper 
makes Timken the only journal 
bearing that delivers what you ex- 
pect when you buy a roller bear- 
ing.” 

We decided to show in each ad a 
picture of the chief engineer of our 
railway division, Dr. Oscar Horger, 
explaining a blackboard sketch. 


were 


With this technique, we were able 
to take what appeared to be a dis- 
advantage for tapered roller bear- 
ings and visually show why it was 
an advantage. e 





PRODUCTION 


PRODUCTION UP —When Thompson 
Lid., St. Catharines, Ontario switched fr 
tional methods to TOCCO Induct 

their automouve wrist pins, prod 

$00 to 1200 per hour alone 





furnace previously used 


In Canada or the United States TOCCO engineers are glad to survey your operations 


for similar cost-cutting results—oo obligation, of course. 


with TOCCO' Induction Heating 


Whether you're interested in upping production or downing costs —or both 
—it pays to investigate TOCCO Induction Heating if you heat-treat, anneal, 
braze, solder, forge or melt ferrous or non-ferrous metal parts. 


COSTS DOWN — While production jumped, 
costs fell from $5.46 per hundred parts to 
$3.25—a savings of more than 2c per pin or 
$26.76 per hour on the hardening operation 


OTHER ADVANTAGES — Additional! savings result from elimination of hauling wrist 
pins to and from the heat-treat department. Cool, cleao TOCCO fits right in the pro 
duction line, next to relaced operations—takes oaly “4 the space of the pusher-type 





THE OHIO CRANKSHAFT COMPANY [ NEW FREE ” 
' sin 


THE ONO CRANKSHAFT CO. 
Dept. S11, Clevelend |, Onie 
Please send copy 

of TOCCO Ieducuon H 
Hest Tresung 





Tocco Div., Ohio Crankshaft Co. 


For Advertising of Operating Machinery, Equipment 


Specializes in case histories . . 


specific but broad in appeal 


By H. B. Osborn, Jr. . . Te 


Division Shi 


seveiana 


® WE THINK we know why the case 
history method worked unusually 
well in the advertising for our par- 
‘ticular product. 

First, our potential 
have been impressed with the sav- 


customers 


ings our product has achieved for 
specific customers. Second, every- 
one is interested in what his com- 
petitors are doing to reduce unit 
costs and increase profits. We tell 
him. 

Getting the right case history is 
not simple. Much depends on your 
product and its market. 

Our product is high frequency in- 
duction heating equipment. Al- 
though our basic machines are 
pretty well standardized, the ac- 

Continued on page 128 














most products are packaged...and most important packagers read 


MODERN PACKAGING 





Tocco case histories pull, sell 


beains nr r 


cessory equipment such as work- 
holding fixtures and inductor coils, 
must always be specially engineered 
to fit each individual job. 

Because our product is expensive 
capital equipment of a technical na- 
ture, our advertising must point to 
engineers who will be directly in- 
volved with their company’s engi- 
neering and production problems, 
and also to top management people 
who must approve capital expendi- 
tures. Industry-wise we _ conside 
our market to be comprised of any 
and all metalworking plants who 
have any kind of metal heating 
problems on a relatively high pro- 
duction basis. 

The objectives of our advertising 
campaign are, through the use of 
actual case studies, to acquaint ex- 
metalworking plants 
with the cost saving advantages of 
Tocco induction heating, to obtain 
inquiries and to generally publicize 
Tocco’s merits so that selling is 
made easier for our sales engineers. 

Generally speaking, our sales en- 
gineers provide us with the neces- 
sary case study material. At the 


ecutives in 


least they arrange a meeting be- 
tween officials of the plant in which 
we have an interesting installation 
and our advertising agency people. 
This participation by our sales en- 
gineers serves to keep them inter- 
ested in our advertising program, 
and is, all in all, a very healthy sit- 
uation. 

In planning a year’s program, we 
attempt to get case histories which 
will encompass all of Tocco’s major 
fields of application. In other words, 
we endeavor to run several ads on 
induction hardening, several on 
brazing and soldering and several 
on heating and forging applications. 
We also strive for variety in shapes 
and sizes of parts that are treated 
on our equipment. In this way we 
cover the broadest possible field and 
provide an opportunity for as many 
people as possible to spot an ad 
which illustrates something closely 
similar to their own _ particular 
problems. 

Even so, we realize that applica- 


tions of Tocco induction heating 


justria] Marketing 


shown in our advertising are nec- 
essarily somewhat limited. For ex- 


ample, one Tocco ad shows how a 


manufacturer cut costs 67% and in- 
creased production 400°% by using 
our equipment for brazing yokes to 
tubing in the manufacture of power 
transmission shafts. Now, very few 
manufacturers could use our equip- 
ment for this particular application. 
However, we have found that engi- 
neering executives in the metal- 
working industry can very easily 
visualize a similar application in 
their own plant where Tocco quite 
logically could be expected to make 
possible a similar cost saving. 

We use color functionally in all 
ads. We use red, and we use it al- 
ways to show the portion of the 
metal part which is being heated in 
our case study. This functional use 
of color enables the reader to see at 
a glance where the high frequency 
heating is applied. By doing this we 
feel that we get a large portion of 
our story across even to the casual 
reader who merely scans the pub- 
lication and glances at the illustra- 
tions and headlines. 

All of our ads contain coupons 
keyed to show the publication and 
the date of insertion. Obviously this 
is of help to us in media selection. 
The coupon generally offers addi- 
tional information on 
heating. When this is forwarded to 
an inquirer (by form letter), a car- 
bon copy showing only the name 
and address of the inquirer is sent 
to our appropriate field office. After 


induction 


our sales engineer has made a tele- 


phone or personal call to determine 
the extent of the prospect’s interest, 
he returns the carbon to me with a 
report of his call. It is a very sim- 
ple procedure and although there 
are a lot of “literature collectors,” 
there are also a lot of serious pros- 
pects who eventually become cus- 
tomers. 

Our 1953 
slightly over 2,000 inquiries, trace- 


campaign produced 
able as a direct result of ads. It is 
very difficult to trace sale of equip- 
ment to our publication advertising 
because there is ordinarily a year 
or 18 months between the time a 
prospect first expresses his interest 
in our equipment and the time the 
equipment is actually delivered. By 
that time it is quite likely that 
everyone has forgotten just where 
the lead originated. Some years ago 
we took the trouble to trace back 
all correspondence with companies 
who had current orders for Tocco 
machines. It was found that in 
something more than 10% of the 
cases, the first correspondence 
anywhere from six months to three 
years old . . was a direct reply to 
one of our ads, and traceable as 
such. 

Sales engineers and management 
are satisfied that the objectives of 
our advertising program are con- 
sistently met or exceeded. For in- 
stance in 1953 our sales quota was 
$3,000,000 and actual sales were 
$9,246,908. With figures like these, 
management has every reason to 
believe that its sales and advertis- 
ing efforts are on the right track. # 





What the Putman award-winning campaigns mean to you 


® Having trouble selling your budget to management? 


Then you will find special interest in the three top Putman award-winning campaigns 
described on the pages that follow. Each winner had a particular sales problem, which 
was solved impressively with the help of industrial advertising. For each advertiser the 
results were the tangible kind that impresses management, helps get budget approval. 


The general objectives of the Putman competition are to show that industrial advertising 
is essential to a company’s sales activities and to provide documentary information to 
prove this to top management. Specifically, the awards are given for the best results and 
best documentation of results of industrial advertising. Ten Putman awards are presented 


annually, three of which are covered in IM’s portfolio. 


The ten awards total $5,000, largest cash offering in industrial advertising competitions. 
The awards, which were founded by the Putman Publishing Co., Chicago, in 1947, are 
administered by the National Industrial Advertisers Association, 

















200 MILLION HORSES 
and a food bill of 14% billion dollars! 


This is the cost of fuel consumed 


annually in the industry served by 


1. MARKET 


— 125,000 


b. Engines requiring annual overhaul 


a. Engines produced annually 
600,000 


c. Engines requiring constant servicing 1,250,000 


BREAKDOWN OF ENGINES BY INDUSTRY 
No. of Engines 


53,000 
141,000 
8,400 
196.000 
52,000 
29,000 
310,000 
320,000 


Industry 


Railroad 

Highway Transportation 
Municipal & Utility 
General Industry 
Petroleum 
Mining 
Construction 
Agriculture 


Av. HP per Engine 


1200 
140 
1250 
300 
200 
150 
150 
75 


300 


diesel power 


tncint wndlnien 
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TOTAL 1,179,400 engines (+75,000 misc. engines) 


*The Marine Industry is covered by our companion publication MOTOR- 


SHIP. 


2. COVERAGE 


1. 43 Diesel Engine Manufacturers 

2. 114 Million Engine Replacement Market 

A 13,000 circulation is beamed at volume Diesel users. (For 
instance, 1500 Independent Diesel repair shop readers are 
responsible for an average of 169 engines apiece — a total 
of 253,000 engines.) 

Editorial stories are technical - 
engineers. The major emphasis is on Diesel maintenance, 
but each issue must contain information on the design, ap- 


- written or edited by 4 staff 


plication, operation, as well as maintenance of the engine. 
These are basic concepts and form the framework of each 


issue. Monthly, these concepts are developed in different in- 
dustry settings. Thus the mechanical man learns not only 
about the engines he is using, or should use, but learns this 
information in the vernacular of his own specific vertical 
industry. 

This keeps the Diese] manufacturers, their engineers and 
distributors, on their toes — for they must desigr. and sell 
engines according to the dictates of their customers and our 
readers. 


3. SIGNIFICANT TRENDS 


New markets in agriculture, construction, freight-handling, 
utilities, and frozen produce, mean peak Diesel production 
for years to come. Technical advances in the reduction of 
cost and weight-per-horsepower make the Diesel competitive 


in even the cheap Gasoline Engine Market. 


To keep pace DIESEL POWER has: 
1. Increased circulation by 50% in last 3 years 
2. Added 3 more editors for a total 5 


3. Pioneered articles for future Diesel development 


This program has resulted in a consistent advertising gain. 


950% 


Volume for first 7 months of 1954 is 259 ahead of all com- 


petition. 


DIESEL PUBLICATIONS, INC. 192 Lexington Ave. New York 16, N. Y. 
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Six axle shafts can be surface hardened every 73 
seconds by this seven-ton TOCCO induction heat- 
ing machine which automatically rotates, heats and 
quenches in one operation. Inspecting its operation 
before shipment are (left co right) H. B. Osborn, Jr., 
Technical Director; G. H. Ledl,: Chief Metai- 
lurgist; W. E. Benn*nghoff, Division Manager—all 
members of the American Society for Metals and 
readers of Metal Progress. 








at TOCCO, 


the Ohio Crankshaft Co. 


as discussed by 


W. E. Benninghoff, Division Manager 


“Every induction heating unit we build is custom- 
engineered to solve a specific hardening, brazing or 
forging problem. 


“To do this, we must know how metals will act 
and react under every possible condition . . . both in 
reference to our customers’ production and our own. 
That’s why our Metals Engineers are so important. 


“They know how metals are best formed, proc- 
essed, fabricated and treated. Therefore, they not 
only supervise our design and production, they de- 
cide on all metals, controls, instruments and motors 
we use. 


“‘These men, members of the American Society for 
Metals, are primarily responsible for our stature in 
the metalworking industry.”’ 


They are readers of 


Metal 


Progress 
Magazine of 24,000 Metals Engineers 


A publication of the American Society for Metals 
Owner and Manager, National Metal Exposition 


7301 Euclid Avenue, Cleveland 3, Ohio 
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fer 6 years, we've been 
calling ovr 186 hp, 19 mph 
rubber-tired tractor 

@ Teurnadozer... 





ame may have suggested 





Avxiliery } re 
eveileble jany time, 
maoke Tewnetracter 
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Lf ron 24 YEARS THE LEADER IN RUBBER-TIRED 


Switch in ad emphasis sells 
$4,000,000 tractor inventory 


® HOW ARE YOU going to sell $4,- 
000,000 worth of tractors left on 
your hands when the government 
cuts back its orders? 
LeTourneau-Westinghouse Co., 
Peoria, Ill., faced that problem late 
in 1952, when military cutbacks left 
the company with 165 
“Tournadozers,” 


unsold 
heavy duty rub- 
ber-tired tractors. 

Before 1953, the tournadozer had 
been promoted and was known 
principally as the power behind a 


DIRTMOVING 


LeTourneau-Westinghouse Co. 


Power 186 hp. 


Anti-friction power flow, engine to treads. 


ywhere, 4-wheel-d 

of work and prof 

» trailer haul 
7. Electric fingertip control steer and shift . . . easier, 

faster maneuvering 

8. Giant safety air brakes... 2822 sq. in. on 4 wheels. 
Low maintenance elimination of some 500 
rack assembly parts that grind and wear in 

rawling tractors. 
peration, less fatigue, easier to get good 

»perators 


ee 


r.c. LeTOURNEAU, inc. 


Peoria, Illinois 


First Award .. For Proving Results of Advertising 


bulldozer blade. However, it also 
was useful as a towing unit, for 
pulling earthmoving equipment, 
compactors or other attachments. 

The first step toward selling those 
extra Tournadozers was changing 
the name to “Tournatractor” to get 
away from the idea that it was a 
single-purpose machine. The unit 
also was stripped of its normal bull- 
dozing accessories and re-priced the 
same as its competitor . . the craw- 
ler tractor. 

A. stepped up spece advertising 
schedule (including 37 national and 
45 regional business publications) 
was begun, using the theme: “Ex- 
cuse us for not telling you!” 


(about Tournatractor’s towing tal- 
ents). 

Results included: (1) Selling all 
165 tractors, (2) a 275% increase in 
tractor inquiries in 1953 over 1952, 
(3) 398 requests to distributors for 
demonstrations largely because of 
the ads, (4) a 400% increase in 
civilian tractor sales in 1953 over 
1952, a large percentage of them for 
towing applications. 

The first place Putman award this 
campaign won is one of many hon- 
ors conferred upon LeTourneau- 
Westinghouse’s ad manager, Joe H. 
Serkowich (IM, Jan.). Andrews 
Agency, Milwaukee, is the compa- 
ny’s agency. ® 
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LEFT TO RIGHT: 

Public Works Supt. Cleve- 
land, City Engineer Alt- 
man, and City Manager 
Hobbs inspect the new 
Standard Steel Asphalt 
Distributor. 


HOW TO SELL CITIES LIKE 
HOPEWELL 


Inset: R. Thomas Hobbs 


Your sales to city and town governments advertise for bids. He then went to the 


are sometimes determined by whether or not 
you receive an invitation to bid. Here is how 
Hopewell Virginia (population 15,955) re- 
cently bought street maintenance equipment. 


Hopewell’s paving costs were out of line. 
Superintendent of Public Works W. P. Cleve- 
land, City Engineer W. M. Altman, Jr., and 
City Manager R. Thomas Hobbs met to 
discuss the problem. An obsolete asphalt 
distributor proved to be responsible. A mod- 
ern high-capacity machine was obviously the 
answer. 


The City Council, after studying the City 
Manager's report, gave him permission to 





MunicipaL INpex, the annual purchasing 
cuide for city officials, to locate the manu- 
facturing companies, and bidding invitations 
were mailed, Standard Steel Works of North 
Kansas City, Missouri, made the sale. This 
firm has advertised in the Municipar INDEX 
regularly for years. 


City manager Hobbs writes, “We also use 
THE AMERICAN City each month in our work 
as a reservoir of ideas from other cities. It 
helps us acquire factual data and convincing 
reasons why we should enter into a certain 
project or take steps to purchase a specialized 
piece of equipment.” 


You too can receive invitations to bid if 
you, like Standard Steel Works, invest your 
advertising dollars in the Municipat INpEXx 
and THe AMERICAN City. 


THE AMERICAN CITY + MUNICIPAL INDEX 


470 Fourth Avenue, New York 16, N. Y. 
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BECAUSE OF 20,786 
PAGES OF READER-INTEREST 


Editoral pages filled with vital facts. 11,193 
pages of news on bids wanted, contracts 
awarded and contract descriptions. 3,914 
pages of local job stories —- easily read reports 
on the reader, his friends, his competitors. 
4,962 pictures to make ACP papers attractive. 
1,758 pages of equipment, literature, manu- 
facturer and distributor news to keep the 
reader well informed. 


TO OPEN THE 


BECAUSE OF 414 
MARKET SPECIALISTS 


Men, who know what they're writing about 
and their readers interests, make up the staffs 
of ACP publications. There are 20 editors who 
know the construction industry, through and 
through; 65 field editors and reporters who 
get down to earth for facts; 41 photographers 
who add interest to ACP pages; 49 news 
editors; 238 rank-and-file reporters who supply 
stories of meetings, jobs, people and events. 


80,479 





BECAUSE OF 18,537 
PAGES OF ADS 


Success of advertising schedules in Associated 
Construction Publications is shown by the 
steady rise in advertising volume. Last year, 
181 leaders in this field maintained constant 
schedules. $2,008,726 was invested in ACP 
advertising. Dealers used 4,123 ACP pages 
to carry their own sales message. Construc- 
tion men read these ads to keep up their 
competitive position and to find new ways of 
doing things better 


(Jssociaten 


WANT MORE FACTS? 


Write to Gordon Anderson, Sec’y., 1022 
Lumber Exchange Bldg., Minneapolis, Min- 
nesota, for complete information on one or all 
the Associated Construction Publications. 
You can use one, several or all the books to 
open doors where you want to sell. Use ACP 
the key to the industry — to open the door 
in ‘54! 
Write for new 20-page booklet giving de- 
tailed market data, circulation and_ publica- 
tion details for each individual ACP. publica- 
110Nn, 


Goustruct 

















Construction 


[hvitnstios 


Serving the states of 
North Carolina, Vir- 
ginia and West Vir- 
ginia — total circula- 


tion 3,241 


Construction Bulletin 


Serving the West 
North Central area 
with circulation in 
Minnesota, North 
Dakota, South Dakota 
and Iowa — total, 
5,802 





Serving the East North 
Central area with cir- 
culation in Ohio, 
Indiana and Illinois 


— total 9,027 


Constructioneer 


Serving the Middle 
Atlantic states area 
with circulation in 
New York, Penna., 
New Jersey, Delaware 
and Maryland—total 
12,011 





CONSTRUCTION MEN 


A survey by an independent research 


Serving the states of 
Arkansas, Eastern 
Missouri, Louisiana, 
Oklahoma, Missis- 
sippi and Western 
Tennessee — total 


7,050 


Dixie Contractor 


Serving the states of 
Alabama, Florida, 
Georgia, S. Carolina 
and Eastern Ten- 
nessee — total 5,708 





corporation proves that, of many publi- 
cations going to construction buyers, one 
publication gets read first and from 
cover to cover. That one publication 

is the buyer's regional construction 


magazine — his ACP book. 


The survey shows that construction 


Michigan Contractor & Builder 


Serving the entire 
state of Michigan — 
total circulation 3,363 


Mid-West Contractor 


Serving the states of 
Kansas, Iowa, West- 
ern Missouri, Okla- 
homa and Nebraska 
— total 6,308 





men are hungry for the news that gives 
them work — the bid asked news, 

the job letting news, the local 

job reports, the activities of their 
neighbors and other items from their 


own locality. 


Serving Southern II- 
linois, Kentucky, East- 
ern Missouri, West- 
ern Tennessee, North 
Mississippi and Ar- 
kansas — total 5,261 


Serving the New Eng- 
land states of Maine, 
N. Hampshire, Ver- 
mont, Mass., Rhode 
Island and Conn. — 
total 4,480 





Rocky Mountain Constructior 


This preference and thorough reading 
. she 1 atest 
means your ad will be seen and a 


read — on the pages of an 

Associated Construction Publication. 
It's up to you to make your ad sell the 
man. ACP only assures that his 


Serving Colorado, 
New Mexico, Utah, 
Wyoming, Eastern 
Nevada, Arizona — 
total 6,137 


Southwest Builder & Contractor 


Bt ethwest 
; vii 
Serving the area of Fae 


Southern California, 
Arizona and South- 
ern Nevada total 
circulation 6,792 





door is open for your message Texas Contractor 


— and wide! | ; eeasan3os 


UBLICATIONS 


Serving the entire 
state of Texas — total 
circulation 4,400 





Western Builder 


Serving the states of 
Wisconsin, Northern 
Illinois and Upper 
Michigan—total 
3,734 








MACHINE TOOL OBSOLESCENCE IS BECOMING 
CRITICAL! WHERE DO YOU STAND? 
: Here's the ure in a typical 
ete 


the 3300 standard knee 


When profits decline... 
bring costs in line with 


Kearney & Trecker's 


PROGRAM 





Arcee engines prepetion & parts 
Reikoed sqvipment 

Fedecated mere! predects 
eipbviideng, ordnance amd mine 


Precision mechenivame 











TOOL-LEASE — A COMMON.SENSE equipment. If you require special machinery or 
APPROACH TO PLANT MODERNIZATION heavy-duty CSM bed types, special agreements will 
Kearney & Trecker's To 


erating management a way to stop th 


be considered, 


GET ALL THE FACTS NOW 


For complete information on Tool-Lease help in 
enalyzing your milling and/or precision boring needs 
— see your Kearney & Trecker representative or mail 
coupon to Kearney & Trecker Corp, 6784 W. National 
Avenue, Milwoukee 14, Wisconsin 


New Kearney & Trecker milling machines 


to keep your plant 


and precision boring machines...available 
nodern without tying up working capital. 

TOOL-LEASE OFFERS A CHOICE OF 

PLANS TO MEET INDIVIDUAL NEEDS 

Under Tool-Lease, you can rent any of the standard 


for leasing...can help improve your 


Kearney & Trecker knee or bed 


competitive position and PROFITS ee 


Tool lease ad campaign sells 
more than it leases 


By Alphons J. John. . 


® SIX MONTHS EXPERIENCE in offer- 
ing the leased use of Kearney & 
Trecker 
variety of pleasant results. Adver- 
has been the key 
factor in cbtaining them. 
literally 


machine tools has had a 


tising, of course, 
Inquiries 
then 
tapered off to a steady, yet remark- 


poured in_ initially, 


able pace. 
But about the results! Leases ne- 


able under three basi 


to continue or terminate t 











Kearney & Trecker Corp. 
Third Award . 


gotiated now are approaching $2,- 
000,000 while outright sales of ma- 
chine tools resulting from lease ad- 
vertising exceed $2,500,000. 

What 
the large volume of inquiries were 


happened is this. Among 


a substantial number of bona fide 


(but unknown to us) prospects for 
new machine tools. Lease advertis- 
ing pinpointed many of these pros- 
Others 
developed through the salesman’s 
follow-up. The net 
Class AA pool of immediate and 


pects in the initial inquiries. 
result was a 


near-ready buyers. 


Because lease advertising  in- 
quiries emanated largely from top 


management sources, the salesman 
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found himself talking to presidents, 
executive vice-presidents . . instead 
of to shop supervisory personnel, his 
normal audience. 
In the aggregate . . because these 
sales calls stimulated executives 
it was only natural (looking in ret- 
rospect) that a faster reaction set 
in toward the procurement of ma- 
chine tools, whether 
ditional sale or outright purchase. 
Our whole experience has been 
a splendid example of how adver- 


by lease, con- 


tising and salesmanship are closely 
coordinated, how each plays its re- 
spective role in getting the order. 

The agency is Klau-Van Pieter- 
som-Dunlap, Milwaukee. ud 











How Many of These 12 TSN Special Services 


are helping you now? 


[] 1. An Effective Advertising Medium 


In This 


Many consider it enough for a publisher to provide an 
effective advertising medium. Yet, a publisher is in a 
position to supplement this primary effort with services 
that can help in fulfilling the advertiser's objectives. 
TSN, by providing a highly functional, proven editorial 
service, effective coverage of buyers, and presenting the 
editorial and advertising columns in a tabloid format, 
meets the initial publishing objective. In addition TSN 
offers the following supplementary services: 


ee 


Issue... 


fer Heovy Bn OPereted , Welding ‘Gun 
THY treet vas WOE Oy Hating ¢ 
‘ . ewtect wi 
One Mate” Semnd Wetd im ge” O00 Sie 
eee 


[_] 2. Merchandising Your Advertising to Your Sales Organization 


Keeping your own sales organization abreast of your 
efforts to help them in their personal selling is one good 
way to get the greatest value from your advertising. In 
recent months, such industry leaders as Sinclair Refining 
Company, White Motor Company, Trailmobile Inc., 
Clark Equipment Company, and Trippe Manufacturing 
Company have used this TSN merchandising service. In 
providing this help, copies of TSN along with a TSN 
individually typed and signed letter are sent to each of 
the advertiser’s sales managers, branch managers, district 
managers, and other selling and management officials, 


calling attention to the company’s advertisement. There 


[|] 3. Direct Mail Lists 

TSN’s circulation list now being grad- 
ually expanded from 42,500 to 50,000, 
represents a top list of buyers in the 
trucking industry and the private fleet 
market. This list is available to regular 
advertisers. Its use is limited to maintain 
its effectiveness. 

[|] 4. Inquiry Forwarding 
Facilities for forwarding inquiries (and 
inquiries are evidence of reader-interest) 
have been expanded. A new inquiry proc- 
essing form is now in use to speed read- 
er requests to manufacturers. It offers 
hints on inquiry handling and suggests 
proven inquiry uses. 


[| 5. Field Research 

TSN is embarking on field research proj- 
ects through mail and personal contacts. 
Findings will deal with fleet operations 
equipment, maintenance products and ma- 
terials, as well as terminals and operation. 


6. Buying Aids 
TSN provides many helpful buying aids 
such as its case-history brochure of ‘Mar- 
ket Pointers on Selling Products and 


Services to the Transportation Market” — 
"25 Ways to Advertise to the Fleet Mar- 
ket” — “A Comparative Chart of Fleet 
Publication Coverage.” etc., etc. 

[|] 7. Market Data 

Data is constantly being assembled and 
collated on the various segments of the 
fleet markets. A typical project is the 
booklet on the “Fleet Market Potential”’ 
— a TSN exclusive prepared by market- 
ing specialist Peter B. B. Andrews. 

[| 8. Editor Consultation 

TSN's editor spends time in the field. He 
is available for consultation — as a free 
service — to manufacturers and their ad- 





Check, Clip, and 
Mail This Ad! 


For additional information on any or 
all of these services simply clip this 
ad — check the items of special in- 
terest and mail it to the TSN Chi- 
cago office. Please be as specific as 
possible in explaining your problem 
to us and where you think our serv- 
ices can be helpful to you. 











is no charge to the advertiser. TSN even pays the post- 
age. Typical advertiser response to this selling aid is re- 
flected by one company president who wrote as follows: 
“Thanks very much for yours of July 30th enclosing the 
letter you are sending to our salesmen. I want to say 
that TSN is the only magazine that has offered to co- 
operate in any such manner as this. Most publications 
are willing enough to mail copies of their magazine 
but no one has suggested writing a letter to our men. 
The letter you have enclosed is well written and I know 
it will be well received.” 


vertising agencies. Staff time has been 
scheduled for calls with TSN’s salesmen. 


9. Copy Suggestions 
Because TSN is a product news tabloid, 
requests are received for suggestions on 
product publicity as well as on advertis- 
ing copy. TSN’s editor is available to 
make helpful suggestions. 


10. Photographic Aids 
TSN maintains a product and product ap- 
plication photograph file which is con- 
stantly being expanded. Special photo- 
graphic help from TSN'’s_ staff photo- 
grapher is also available on occasion. 


11. Providing Speakers 
Through its contacts, TSN’s staff can 
help arrange speakers on subjects in its 
field, both from within and without its 
organization. Such speakers can be help- 
ful especially in company meetings on 
markets and product development. 


12. Reprints Ordered 
TSN’s service in providing reprints 
whether ad or editorial — is prompt 
and is offered at cost. 


Transportation Supply News 


The Only Fleet Operations and Maintenance Product Information Tabloid 
An independent publication — Founded 1945 — Emil G. Stanley, Fownder and President 


General Offices: 22 W. Madison Street, Chicago 2, Illinois. FRanklin 2-7450 


Detroit 2 — 509 Stephenson Bidg., Cass and West 
Grand Blvd, TRinity 5-4420 

Pasadena 1 — W. R. Mcintyre & Associates, 423 First 
Trust Bidg., Ryan 1-6981 


New York 22 — 139 East 57th St.. Plaza 9-3848 

San Francisco 5 — W. R. Mcintyre & Associates, 681 
Market St.. Douglas 2-4475 

Cleveland — 850 Euclid Ave., Superior 1-6700 


Atlanta, Ga. — Robert Carney, 933 Healy Bldg., 
Walnut 8900 

Tulsa, Okla. — Jack F. Cozier, 2125 E. 22nd Place, 
Phone 4-5555 
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NEW DEPTH-STUDY ON: 


Selling the 











COMPANIES INCLUDED IN THIS SURVEY: 


Allen-Bradley Company Heil Company Outboard Marine and Mfg. Co. 
Allis-Chalmers Mfg. Co. Kearney and Trecker Corp. Joseph Schlitz Brewing Co. 
Bucyrus-Erie Company Koehring Company Hotel Schroeder 
Chain Belt Company Line Material Company Schuster’s Department Stores 
City of Milwaukee Marquette University A. 0. Smith Corporation 
First Wisconsin National Bank Milwaukee & Suburban Transport Corp. Smith Engineering Works 
General Electric Company Milwaukee Braves Square D Company 

X-Ray Division Milwaukee Gas Light Company Stearns Magnetic, Inc. 
Globe Union, Inc. L. J. Mueller Furnace Co. Wisconsin Bridge and Iron Co. 
Harnischfeger Corporation Northwestern Mutual Life Insurance Co. 








_ Industrial Market Today- 


WITH 28 CASE HISTORIES 


What are the factors of industrial growth that have 
revolutionized industry’s purchasing habits? 


What are the major hurdles facing industrial 
salesmen in the field today? 


How can management help the salesman? 


TO FIND THE ANSWERS to these and other questions facing 
management, Newsweek magazine has recently completed a major 
study of industry today—how it has grown, how it has changed— 
and what these changes mean to the sellers of goods. 


In the field, this survey covered detail-in-depth on the purchasing 
habits—and actual major purchases—of 28 prominent Milwaukee 
companies. For contrast, these buying case histories were matched 
against the seller’s appraisal of what made the sale. 


In the composite, this material offers one of the clearest views of what 
it takes to sell today in America’s big, sprawling, complex market 
place. The details of this survey are now available to your company 
without obligation, in two forms: 


(1) A 100-page report detailing America’s industrial growth 
and 28 buying-selling case histories. 


(2) A new strip-film dramatizing the findings of this 
most penetrating study. 


PHONE OR WRITE YOUR NEWSWEEK REPRESENTATIVE NOW: 


BUFFALO DETROIT PITTSBURGH 

814 Liberty Bank Bldg. 610 Stephenson Bidg. 2318-A Grant Bidg. 
Mohawk 2038 Trinity 2-1661 Atlantic 1-8289 
Edwin Hughes, Mgr. Hoyt Metzger, Mgr. Robert Saalfield, Mgr 


NEW YORK CHICAGO LOS ANGELES ST. LOUIS 

152 West 42nd Street 360 N. Michigan Avenue 6399 Wilshire Bivd. Shell Building 

Bryant 9-6700 State 2-4104 Webster 8-5119 Central 1-4525 

Charles Kinsolving, Mgr. Howard Dodge, Mgr. Robert Campbell, Mgr. Frank DeVine, Mgr. 
BOSTON CLEVELAND PHILADELPHIA SAN FRANCISCO 

Statler Building 1341 Terminal Tower 1528 Wainut Street 155 Montgomery Street 
Liberty 2-0021 Main 1-6917 Pennypacker 5-1388 Yukon 2-2645 

William Wolf, Mgr. Baylis McKee, Mer. Gordo Hargraves, Mgr. Nicholas Loundagin, Mgr 


America’s Biggest Business Advertising Medium.* 


“Newsweek has the greatest circulation of any magazine 
whose major volume of linage is business and industrial. 
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Mack ads overcome a reversal, 


hike sales during industry sag 


® WHAT DO YOU DO when you find 


you ve with a product 
that 
customers high expectations? 
That's the problem Mack Trucks, 
Inc., New York, 


engine for its trucks fell short of 


come out 


doesn't measure up to your 


faced when a diesel 


anticipated performance in certain 
types of service. 

The solution to the problem won 
for Mack’s director of sales devel- 
Albert G. Crockett, the 


second prize in this year’s Putman 


opment, 


awards competition. 
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5. H. Mitchell, President 


Inc 
Hennis Freight Lines 


Putman 
Mack Trucks 


Second Award . 


Mack had pioneered in developing 
automotive diesel engines in the 
United States. 
trucks 


Customers came to expect 


And its first diesel- 


powered were heralded 
widely. 
miracles. 
They purchased the more expen- 
trucks, 
premium would be amortized quick- 


sive diesel convinced this 


ly by the diesel’s operating econ- 
omies. Unfortunately, for a number 
of reasons (including poor mainte- 
nance and lack of customer under- 
standing of diesel operation), some 
of the diesels fell short of the cus- 
tomers’ anticipated performance. 
Despite field adjustments and re- 
pairs at Mack expense, confidence in 


Trucks, Empire Stote Bldg, MY 1M. Y. Factory 
3 divtribytory in 





. For Proving Results of Advertising 


Mack suffered. 

By 1952, the company, which had 
led the diesel truck field, had only 
20.5°7 of the market, compared with 
nearly 32°, held by its top competi- 
tor. 

The 


done, 


first 
of course, 


that had to be 


was to correct the 


thing 


condition that had caused this drop. 
Mack did this by bringing out a 
completely new diesel that had been 
under development for some years. 

Selling this 
though its performance was proved, 


new diesel, even 
was another matter. 

The first “promotion” to restore 
this lost confidence was rumor. The 
company built 10 pilot models of its 
Yontinued on page 144 
































Every time a PHB-planned store goes up... 

it means another PHB aggressive, merchandising 
contractor-reader is going to do more 

business. More business with his customers 
...and MORE BUSINESS WITH YOU! 


PHB’s Store Plan Service, conducted by L. Morgan Yost, 
F.A.I.1. and PHB Staff Associate, is just 


another reflection of the 


PROFIT-PACKED MARKET THAT 
PLUMBING & HEATING BUSINESS 


REACHES: 
11,277 NAPC Members 


11,814 Non-members who 
have asked IN WRITING 


to receive PHB— 
*Totaling 23,091 top contractors...77.9% are 
credit-rated by Dun & Bradstreet 


Build Your Plans 


UPON A SOUND FOUNDATION 


*Circulation based on latest BPA statement, Dec. 31, 1953 


PLUMBING & HEATING, BUSINESS 


Industry’s Largest Circulation Full Service Book 


5941 Grand Central Terminal Building . New York 17, New York 


Ani0N 
none ALINE CIRCUL 

i _gEAViCe MAB 

BE cancest Full 
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trolled circulation magazine in the chemical field! 


That's why it gives you the most effective coverage of the most desired readers! 


2k “BPA Verified Controlled Circulation sets the highest 
standards ever required by any audit bureau, paid or 
free, for verifying conformance of a magazine's circula- 
tion with the publisher’s stated circulation standards.” 


When you buy BPA** VerIFieD CONTROLLED . . . you 
know that this circulation conforms to the pusher 's 
promise of the magazine’s circulation coverage .. . as 
defined in the publisher's BPA statement. 
For BPA Veririep CONTROLLED must correspond to 
the publisher's stated standa‘rds of recipient eligibility 
. . and must be verified within two years. 
No other auditing bureau’s requirements are so strict 
for industrial circulations! 
.. and 98.78% of Chemical Processing’s circulation 
is certified as VERIFIED CONTROLLED (BPA Audit, De- 
cember, 1953). 


Such high standards are important 
in industrial circulations 


. for, in industrial, professional and technical fields, 
specific types of recipients must be selected and 
screened with extreme care —in direct contrast to gen- 
eral or mass fields, where many kinds of readers are 
desirable. 


Are other industrial circulation audits 
equally strict? 


No... the usual “standard of recipient eligibility” 
is that “someone paid something” on certain stated 
terms, and that the recipient’s address, firm connection 
(if any) and title (if any) have been verified within 3 
years.+ (Such audits were originally designed to meet 
the needs of general or mass media.) 

Thus .. . for other audits, the industrial publisher 
may define the field his magazine serves . . . but accept 
subscriptions from people outside of such field . . . yet 
count these recipients as paid subscribers. 

Only a careful analysis of such audits will reveal 
which subscribers are known to conform to the pub- 
lisher’s stated fields served . . . and which do not. 


*°8 Publi Audit of Ci (formerly pry eree Circulation 
Audit- CCA)—speciotizes in the Audit of cir B Papers. 
{While other audits require checks within 3 years, pe VERIFIED CON- 

TROLLED must be checked within 2 years. 








PUTMAN 


Ciwwitl Lay 


Are there other advantages to industrial 
“Paid Circulation’? 


Yes ... from the publisher's standpoint, there are two 
important advantages .. . 

a. the publisher pays much less postage on “paid” 
circulation than he would on “‘non-paid” circula- 
tion. 

b. some publishers feel that advertisers buy “paid” 
circulation more readily. 

But note . . . these are simply normal, money-making 
reasons why some publishers prefer “paid” circula- 
tion. They are not, as some advertisers assume, guar- 
antees of greater values for advertisers. 


Then why pay higher postage of 
‘‘Non-Paid Controlled”? 


The publishers of Chemical Processing pay the higher 
postage for “‘non-paid controlled” in order — 

a.to select and cover people we want, the people 

advertisers want to reach.}} 

b. to place the magazine in the hands of these most- 

desired, but most difficult-to-reach readers. 

c. to give advertisers greater advertising values. 
Yes... here, too, the publishers have a “money-making” 
interest . . . namely: to sell advertising by delivering 
greater advertising values. But . . . note that here the 
publisher’s interest coincides with the advertiser's in- 
terest. 

That’s why Chemical Processing’s BPA VERIFIED 
CONTROLLED is hand-picked, “bulls-eye” circulation 

. hitting where you want your advertising to go... 
giving you the “most effective coverage of the most- 
desired readers.” 


Why not “Make us prove it’’? 


We'd welcome an opportunity to give you the proof — 
won't you invite us to submit the facts? 


tiMany important management men in industry simply can‘t be reached, to 
sell them a subscription . . . hence they are frequently missed under 
““paid’* rules . . . yet, they do read good magazines when they find such 
good magazines et hand. 


PUTMAN PUBLISHING COMPANY 


111 East Delaware Place, Chicago 11, Illinois 


Publishers of Food Processing — Food Marketing — Chemical Processing 


NEW YORK — CLEVELAND — DETROIT— ROCHESTER, N. Y. 
ST. LOUIS—LOS ANGELES—SAN FRANCISCO — PORILAND 


PUBLISHING 
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Mack .. Putman 


new engine, tested them for a year 
in all types of service, then went 
into mass production and sale of 
trucks with the new engine .. still 
without advertising or promotion 

But rumors already were doing 
some promoting, rumors originating 
with users of the new diesel that 
Mack had something new and sen- 
sational. Not until September, 1953, 
about six months after sale of the 
new diesels began, did the company 
confirm these rumors with adver- 
tising 

The first ad, a two-color spread 
that ran in 46 state, regional and 
national trucking publications, used 
a question and answer technique to 
tell of the new diesel’s performance 
on the basis of actual use. 

The next ads in the series were 
testimonials . . letters from trucking 
executives praising the new diesels. 
Later ads combined testimonials 
with case histories, all telling of the 
new diesel’s fuel economy. 

A March, 1954, ad drove home the 
point. It retold some of the testi- 
monial stories, then put this ques- 
tion in the truck operators’ minds: 
“Can I afford not to own a Mack?” 

Supplementing the advertising 
campaign was a technical brochure 
giving engine specifications, letters 
merchandising the ads to company 
sales personnel and_ distributors, 
publicity on the new diesel, and 
sales bulletins keeping salesmen in- 
formed of how well the trucks were 
selling around the country to vari- 
ous types of users. 

All these efforts paid. Mack was 
able to announce in a business pa- 
per ad in April, 1954, that it had re- 
gained leadership in diesel truck 
sales in 1953. 

Added up, the result’s of Mack’s 
promotional efforts were impres- 
sive. In only six months of trade pa- 
per promotion, the company re- 
gained its lost leadership. Although 
industry-wide sales in 1953 were 
down 17.5% from 1952, Mack’s sales 
were up 3.5°7. In 1952, Mack had 
20.5°7 of the diesel market, in 1953, 
it had 25.7%. 

Doyle, Kitchen & McCormick, 
New York, is Mack’s agency. ® 





KEEPER OF THE KEYS 


to your smooth industrial operation... 


He és your Industrial Distributor. 


He has @ reservoir ol 


He ts your nearest, quickest, surest tools and 


source of supply for countless items 

you peed to keep your plant an the go. 

He curries a myriad assortment of tools, ma 
chines, parts, gcortsories and payee me | 
staples—in the right types, designs, grades 
stars you require. 

He is able to deliver them to yor it lew time 


mach: frou 
benefit yeur after year 





As @ “clearing house” for all your plant 
operating requisites within the foregoing 
scope, your Industrial Distributor can take 
over from you 2 but of costly bookkeeping: 
and headaches 


By serving many industrial consumes: he 
alo serves many 


He huge stocks—many of them items 
of tong- interval demands which otherwise would 
tie ap your own capital (or expase you to the 
risk of shut-down, interruption or show-up) 

He knows where and how to obtain scaree or 
surely needed operating requintes—thus sparing 
you the time, expense and tedrum of searching 
fos them yourself 

He explores the globe for new and improved 
equipment. apphances and other terns that may 
speed up your production aud cut your oxsts 


NICHOLSON FILE COMPANY 


PROVIDENCE, R.1 


to you. 


IM CANADA, PORT HOPE OWT) 


Goes All Out. . Ad says very 
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Nicholson File Co. 





producers, thus reducing 


their “paper work” too... wtuch consequenth 
enables them to pass further savings alang 


Yrs, the jedustral distributiag system has so many 
advantages te aif who ose is thai tt um an indispensable 


and valuable fecuor 
t® the economics 
of free enterprise. 
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For Best Ad Devoted Solely to Selling Distributor System 


How to sell the importance 
of the industrial distributor 


® NICHOLSON FILE CO., Providence, 
R. IL. sells only through wholesale 
distributors. And the company’s ad- 
vertising practically always urges 
buying through such distributors. 
The objective of the single ad en- 
tered in the National and Southern 
Industrial Distributors Association 
competition was to give readers of 


top flight industriai publications a 
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very clear idea of the vital functions 
performed by the distributor. 

The award-winning “Keeper of 
the Keys” ad appeared in American 
Machinist, Factory Management & 
Maintenance, Iron Age, Machine & 
Tool Blue Book, Machinery, Mill 
& Factory, Modern Machine Shop, 
Purchasing, Steel and Tooling & 
Production. 

The agency responsible for pre- 
paring the ad was N. W. Ayer & 
Son, Philadelphia. 6 






























































Over 35,000 mechanical engineers—from staff engineers to 
presidents — read MECHANICAL ENGINEERING 
monthly. A random sampling shows 192 ASME mechanical 
engineers at North American Aviation, 113 at Ingersoll- 
Rand, 104 at Bailey Meter, 35 at Blaw-Knox, 110 at Ford 
Motor and 1337 at General Electric. 


Without waste circulation, MECHANICAL ENGINEER- 
ING enables you to put your selling message before mechan- 
ical engineers exclusively—the world’s largest audience of 


To 35,000 mechanical engineers, ME is their 
: : : magazine ... published by their Society, and 
professional men who design, develop, produce, install, con- edited solely to serve their needs. y 


trol and operate mechanical products and equipment 
throughout all industry classifications. Mechanical engineers 
keep your sales moving ... and MECHANICAL ENGI- MECHANICAL CATALOG is requested and 


consulted year-long by 15,000 mechanical 
engineers who are looking to specify and 
buy. It’s their supermarket for product facts 
and directory data. 


Engineers are educated to specify and buy «— —_=" 


NEERING motivates mechanical engineers. 


== 


" MECHANICAL 
Mechanical | Mechanical 5 


Engineering Catalog 
y Published by se 


= 


= 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS _ — 
29 West 39th St., New York 18, N. Y. ee us 
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It's not what they get—it's 


Reader preferences of men in Business and Industry 


FIELD ] FIELD r io 4 
FIELD 14 
34. 0UT OF 35 SF 4 
In 34 of the 35 fields served by ABC* 
Business Publications an ABC Pub- + 
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what they READ that counts 





The Biggest Study Ever 

Back in 1950, eighteen leading industrial ad- 
vertisers cooperated in a broad-range study 
to determine the reading habits and prefer- 
ences of the many buying influences in busi- 
ness and industry. Each company sent a 
standard questionnaire—on their own letter- 
head—to a cross-section of their own custom- 
ers and prospects. 


42,878 Men Reported the Magazines 
They Read for Help in Their Jobs 

Collectively, these eighteen industrial adver- 
tisers mailed a total of 198,837 questionnaires. 
Collectively, they received 42,878 replies. . . 
making this one of the largest readership 
studies ever conducted among key buyers in 
business and industry. 


Media Guidance for 18 Advertisers 
Investing $10,000,000 
in Business Magazines 

Much information was obtained by each com- 


pany from a study of its own returns. In 
addition, some highly significant indications 


Thats why... 
when selecting 
business 


publications. . 


McGRAW-HILL PUBLISHING COMPANY, INC. 


Ap) 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


of reader preferences emerged from the com- 
posite totals. 

The tabulation on the opposite page, for 
example, resulted from grouping publications 
into the fields of industry they are designed to 
serve and ranking them by the number of 
most useful votes received. The conclusions 
are obvious. In other words: The business 
magazines that men in industry consider most 
useful—the publications they read—are those 
they pay to receive. 


You Have to Be Good to Earn 
That Kind of Readership 


Are paid subscribers a guarantee of 100% 
readership? Of course not. But the point to 
remember is that the very existence of an 
ABC business publication is dependent upon 
its editorial ability to serve the reader. It takes 
top editorial quality to earn top readership. 
And this kind of readership means a more 
receptive audience, which provides greater 
impact for your sales messages. . . all of which 
contributes to more efficient and more effec- 
tive advertising. 
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HEADQUARTERS FOR BUSINESS INFORMATION 
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IT PAYS TO BUY IT FROM YOUR 
LINCOLAN INDUSTRIAL DISTRIBUTOR 








Say it From 
Your Distributer 
aad Save! 


Catalog gives guidance, help 
sales push to distributors 


By A. R. Kloos . 


® DESPITE the fact that articles on 
the preparation of industrial cata- 
logs are usually no more interesting 
than the cardiagraph of a hibernat- 
ing bear, the tremendous volume of 
material published on this pet sub- 
ject is probably second only to the 
mass of verbiage devoted to “what’s 
wrong with space salesmen.” 

Even so, we would be 
tempted to present our own nose- 


sorely 


Lincoln Engineering Co. 


For Best Manufacturer's Catalog 


gay of assorted opinions if it 
weren't for the fact that Gene 
Wedereit’s article in the July, 1951, 
issue of IM, describing the prepa- 
ration of the great Tube Turns 
catalog, was so outstanding and 
really put a decisive period to the 
subject for some time to come. 

Therefore, we will confine our 
remarks to the dominant factors of 
our catalog, which appealed to the 
contest judges. 

To begin with, when the sales de- 
partment suddenly announces that 
it is ready for a new catalog, usual- 
ly in a manner reminiscent of a 
lion roaring at an early Christian, 
it is long past the time to start 


planning the catalog. Consequently, 
for several months 
preparation of the subject litera- 
ture, we had been asking distribu- 
tor salesmen who attended our se- 
ries of five-day training clinics the 
question, “How Can We Make Our 
Next Industrial Catalog a More 
Useful and Effective Selling Tool?” 
If anyone still thinks that these 
salesmen can’t contribute a wealth 
wonderful ideas, he has 
it sometime and he'll 


previous. to 


of sound, 
only to try 
feel about as foolish as a small boy 
when an adult closely scrutinizes 
his G-Man badge. 

We also interviewed lubrication 
engineers, plant engineers, master 


Continued on page 150 
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Inf DOW CHEMICAL COMPANYEESS PUSTICS ARE Pal Sata THE DOW CHEMICAL COMPANY Dow 
rm. § we f 


GET 


THE DOW CHEMICAL COMPANY DID— 
BETTER for National Plastics Show. Hundreds of plastic home use products 


were shown in room settings. Participation push buttons identified 
different DOW plastics “Application Engineered” for different 


products. Results were “Best ever in attendance, interest, sales.” 


RESULTS 


FROM 
SWIFT -& COMPANY DID— 


YOUR for be: sqvere feet yeleamae FOR 


LIFE’ exhibit in Museum of Science and 
Industry, Chicago. Picture shows ‘Basic 
7" food group story, with revolving 
EXHIBIT wheel, lighted . transparencies, sound. 
Recent check showed over 80% of 


Museum attendance visits Swift exhibit. 





PROGRAM 


> 4 ONEIDA LTD. DID— 


for National Jewelry Show, with dominating, 3-space exhibit. Client 





said, "An outstanding job, was talk of Show.’ Many dealers copied 
CONSU LT space-saving, wall mounted display idea for silverware chests— 


developed by General Exhibits. Also adopted lighting treatment. 
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SPECIALIST! 


eneral exhibits and displays, ine. 


me N. RACINE AVE. + CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 
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Lincoln catalog gives sales push to distributors 


.4 


mechanics and purchasing agents, 
and again collected many excellent 
ideas. The best of these contribu- 
tions were incorporated in a pre- 
layout and draft. 
copies of this material 


liminary 
Photostat 
were then mailed to our division 
for their 
criticism and suggestions. Answers 


copy 


managers constructive 
were received within a week, and 
we were ready for final layout and 
copy, checked and approved, of 
course, by both our own engineer- 
ing and sales departments. 

Starting with the catalog cover, 
salesmen were unanimous in their 
opinion that representative products 
from the various segments of the 
industrial line should be illustrated 
rather than one or more product 


application pictures, in order to 


give the buyer an_ instantaneous 
comprehension of what the catalog 
contained and the wide selection of 
modern lubricant application de- 
vices offered. Page two describes 
Lincoln’s production facilities, sales 
and service. Page three was an in- 
novation as far as most industrial 


catalogs are concerned. 


Distributor Push .. Here we went 
all-out to sell the cost-reducing 
and time-saving advantages to be 
gained by purchasing plant equip- 
ment and supplies through local 
distributors. We emphasized the 
fact that Lincoln products were 
sold exclusively through these dis- 
tributors, and detailed their high 
level of qualifications to expertly 
recommend the proper equipment 
for each application, plus facilities 
to , provide fast, efficient repair 
service, if and when needed. Space 
was provided at the bottom of this 
page for imprinting individual dis- 
tributors’ name, address and tele- 
phone number. 

Page four contained a “Product 
Selector Guide To Catalog Con- 
tents’ which represented a very 
carefully designed index, especially 
planned to make it exceptionally 
easy for salesmen or buyer to 
quickly locate the section of prod- 
ucts desired. Also, on this page, 
we set forth our product guarantee 


idustrial Marketing 


and a short story on Lincoln’s new 
packaging program which pointed- 
up the advantages to be 
gained from the standpoint of stor- 
ing, handling, shipping and inven- 
tory control. 

Page five was a key page in that 
it forcefully brought to the atten- 
tion of the buyer the proven econ- 
“standardization.” Man- 
agement has standardized on every- 


many 


omies of 


thing from brooms to labor policies, 
and the same advantages are to be 
gained by extending this policy to 
lubricant application equipment and 
methods. Six of the most popular 
lubrication systems were graphical- 
ly illustrated to guide the buyer in 
his selection of devices for trans- 
ferring lubricant from original con- 


tainer to bearing. 


. These 


suggested systems also served to 


Salesman Reminder 


remind the salesman that in order 
to perform the maximum service to 
his customer, he should recommend 
the purchase of a complete applica- 
tion system, and not just a hand 
gun or bucket pump, which might 
or might not work efficiently with 
existing facilities. 

We find that one of the most dif- 
ficult tasks is to train salesmen to 
be observant and constantly alert 
tor total sales opportunities. In 
other words, not to just sell the 
customer what he thinks he needs, 
but to make cost-cutting recom- 


mendations based on a survey of 


the customer’s entire lubrication 
Actual case 
prove that when this method is 
adhered to, a distributor salesman 
can build up his sales as much as 
800%, and at the same time, greatly 
customer-confidence and 


program. histories 


increase 
good will. 
The balance of the catalog pre- 
sents our products in logical se- 
quence, starting with the bearing 
which requires a grease fitting, to 
power-operated pumps for deliver- 
ing lubricants direct from original 
drums. This sequence is exactly the 
same presentation used when train- 
ing new salesmen, or conducting a 
refresher course. Thus, familiarity 


breeds an easy confidence, instead 
of contempt. 

It should be mentioned that we 
made the back-cover of the catalog 
really work. Three objectives were 
accomplished. One was to urge 
buying executives to read Lincoln’s 
consistent advertising in a wide 
range of business papers in order 
to keep-up with the fast-breaking 
developments in the field of mod- 
ern lubricant application practices. 
The second objective was to call 
these executives’ attention to Lin- 
coln’s additional catalogs as a pro- 
source for solutions to 
problems, drawing-up 
efficient 


ductive 
lubrication 
specifications and pur- 


chasing. 


Phone Books Ads . . The third 
objective was to again emphasize 
the ready availability of Lincoln 
equipment through local distribu- 
tors by calling attention to our na- 
tional trade-mark ads in telephone 
directories under which distributors 
are listed. This is important because 
when a buyer has to search for a 
convenient local source of supply, 
his interest in the product tends to 
fade quickly. 

The final and acid test of all this 
research, preparation and meticu- 
lous production is the reaction of 
distributor salesman. Many of ours 
sent us congratulatory letters. 

Normally, in this hardbitten world, 
congratulatory letters from anyone, 
let alone busy salesmen, are exceed- 
ingly rare. But after the catalogs 
were mailed and we had gnawed 
our fingernails to the elbow won- 
dering what the reaction would be, 
the letters started coming in. . ina 
volume that was very gratifying. 

So, before descending from the 
pulpit we'd like to say that it really 
pays off to make your salesmen and 
your distributors a party to your 
-atalog preparation. Naturally, you'll 
get a lot of ideas that were plucked 
before tree-ripening, but you get 
far more worth while suggestions 
than undigestible ones. All in all, 
spectacular dividends are yours 
when you lose no opportunity to 
tailor that catalog accurately to the 
market and your salesmen’s needs. 
Make it fit with the perfection of 
Zorina’s tights. % 
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| Vie wlex scoops the Field! 


Viewlex presents the new ‘“Viewpaque"’ attachment 
which transforms any Viewlex slide projector into an 
opaque Projector... quickly... easily . . . without 
fuss in seconds! 

See what it does! It projects opaque objects on your 
screen... full screen size in startling life-like brilliance 
— no need for negatives of any kind. Viewpaquve will 
project any object that can fit into the Viewpaque 
carrier. Perfect for stamp collectors —a natural for 
coin collectors! Projects charts, snapshots, drawings, 
newspapers, precious stones, flowers, songs. YES — 


1001 USES. 


VIEWPAQUE makes 2 projectors out of 1 


Write Department I for colorful illustrated literature 


\ \\ \ 


iwc. 





PROJECTOR 








You'll find so many uses for this versatile attachment, 
you wonder how you got along without it. 

Viewlex engineers designed this exclusive accessory 
with the same high quality built in all Viewlex 
projectors. 

Every Viewlex projector operates with the same sharp- 
ness — brilliance — crisp clarity—the same coolness 
which made Viewlex projectors the standard in the 
industry. 

Fits all Viewlex slide or combination slide and film- 
strip projectors. 


for only $] 495 


Any accredited VIEWI.EX dealer will be happy to give you a demonstration 


yf \ a { 


35-01 QUEENS BOULEVARD LONG ISLAND CITY 1, 'N. Y. 
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with your NYBaP distributor 


Hose or Packing better suited to your needs! 


Before you specify, talk it over 


He may recommend a brand of Belt, 


BECAUSE: particular brand cation as the other brand was to the first 

atstanding service i With such a broad and varied line of 
Industrial Rubber ducts to select 
rom, NYB&P Distr 


on many occasions, their ability to hely 


Steam pressure 
hose no 
longer “blows” 


“Timing® Belt 
makes time 
for steel mill 


product has 

a certain appl 

to assume that it is the best f 
application. Your NYB&P Dist 
may spot umportant differences in their customers save 

tions between the two applications which more satisfactory service 

in each case, the NYB&P pr 


signed especially to perform 


you might have considered insignificant 
He may be able to recommend another 
given conditions. Here are - fe ty 

© protection againat 


NYB&P brand as uniquely suited to the the 


specific requirements of the second appli typical examples 
EST Steam Hose still 


» say, all presses in the 
th HY TEST 


Took a 
quarry out 
of a quandary 


Belt life 
doubled and 
redoubled 


A ROLL CRUSHER belt drive, rated « 


‘Bonus’ pays big dividends 
during recession scare 


® HERE'S A COMPANY that believes 
in “bonuses” during a recession. 

A “bonus” mail piece is what New 
York Belting & Packing Co., Passiac, 
N. J., calls the single mailer that 
won an advertising award for the 
company. 

The piece was a supplement to a 
scheduled 10 mailings sent to lists 
selected by the company’s distrib- 
utors. “It was sent out during the 
period of recession talk when busi- 
ness men across the nation were 


searching for new ways to extract 
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$i) V-BELTS AND “TIMING” BELTS 


NEW YORK BELTING & PACKING CO. 1 market st, Passaic, w J 


a 
WR r= NYB&P INDUSTRIAL RUBBER PRODUCTS 





_____ dd America’s Oldest Manufacturer of industrial Rubber Products 


Distributors Assn. 
New York Belting & Packing Co. 


For Best Single Direct Mail Piece 


that last penny’s worth of value 
from every dollar spent for indus- 
trial rubber products,” reports J. T. 
Hiller, New York Belting’s assistant 
advertising manager. 

The outer fold of the piece head- 
lined, “Sometimes it does pay to 
look around!” It went on to outline 
ways that “we can save you money.” 
The bottom of the folder carries the 
distributor’s imprint. 

Inside, the mail piece got down to 
cases . . case histories, that is . . five 
of them, showing how recommenda- 
tions by the company’s distributors 
had benefited customers. Each em- 
phasized ways of saving money and 
shutdown time. 





“This direct mail piece is a 
continuation of company policy of 
backing up its distributors by high- 
lighting the advantages of their 
stocks and services to users of in- 
dustrial rubber products,” Mr. Hill- 
er reports. 

Results of this program can be 
shown in this typical comment from 
one distributor: “Your mailing pro- 
gram is excellent, and we realize 
every day that it has done a great 
deal to popularize New York Belt- 
ing & Packing Co. products, as wel! 
as advertise us throughout our ter~ 
ritory.” 

Fletcher D. Richards, New York, 
is New York Belting’s Agency. e 








What is the Composite Catalog? 





Over 500 oil field equipment catalogs 
pretiled into 2 usable volumes... 


FROM ATO Z IN OIL FIELD 
PRODUCTS AND SERVICES 


eis, amy Sp ee ie | L 
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During the past quarter-century the Composite Catalog has become 
the primary reference source for buying materials and services in the oil 
fields throughout the world. This 5,200-page encyclopedia of buying infor- 
mation contains either complete files or condensed catalogs of hundreds of 
manufacturers who sell to the oil producing and pipe line industry. It is 
used regularly by over 11,500 men who buy equipment and services in 
every free country where oil is found, produced and transported. 

This compact, constantly used Composite Catalog of Oil Field and 
Pipe Line Equipment has become the most efficient and economical medium 
for bringing buyers and sellers together . . . with least expenditure of time, 
money and effort. 

If you sell to the oil producing industry, your catalog in the Composite 
Catalog will keep your product information at the right place, at the right 


time . . . when oil men are ready to buy. 


Complete. cataloging results in easier selling. For detailed information 
on preparing catalog copy, write for booklet “What to Put in Your 
Composite Catalog Copy.” Address your request to any office listed below. 


Chly COMPOSITE CATALOG of Cl Field: Cyupment 


GULF PUBLISHING COMPANY 
Hpectalized PEROLEUM Siblications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 

Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 

Cleveland (15), 1010 Euclid Avenue, Main 1-2550 

Tulsa (3), Hunt Building, 3-1844 - 

Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 5220 
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CALL US- 
NAME OF YOUR COMPANY 


Street Address City, State 
Telephone Number 


“ON eucydeye, 
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QUALITY DISTRIBUTION 
THE PLUS VALUE BEHIND 


INDUSTRIAL 
| DisTRIBUTOR 


wt srece 


G Starrett G 


*Personalized’ mail campaign 
peps up distributor system 

By C. G. Nordmark 
industrial dis- 
. for- 


® TOO OFTEN the 
tributor is a forgotten man 
gotten in the sales promotion efforts 
of the companies he serves. 

Because we market our products 

. precision measuring tools and in- 
struments, hacksaws, band saws and 
. mainly through dis- 
tributors, we decided to give those 
distributors tep billing. 


band knives . 
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EVERY TOOL YOU BUY FROM US 


TOOLS! 


FoR tHE BEST iN 


Vase S ta rret [ Precision Ground 


iN TOCLS 


Limit sO woeDs 


Distributors 
L. S. Starrett Co. 


For Best Direct Mail Series 


Like many companies we had had 
a variety of catalogs, folders, etc., 
which we furnished to distributors. 
The catch was that the message was 
from the manufacturer not from 
the industrial distributor. 

We decided to change this. And, 
in cooperation with our agency, 
Walter B. Snow & Staff, Boston, 
worked up a complete direct mail 
campaign tailored to meet the dis- 
tributor’s requirements rather than 
the manufacturer’s. 

Our primary objective was to 
personalize the campaign so as to 
firmly establish in the mind of the 
buyer the idea that his local dis- 
tributor was his best source of sup- 


FLAT STOCK and DIE STOCK 


ply for prompt, dependable service. 

Our secondary objective was to 
make the campaign easy to use; 
therefore the campaign was set up 
for Starrett to do the entire job of 
printing, imprinting, addressing and 
mailing for the distributor. 

This campaign of 10 
different direct mail pieces each 
featuring a group of Starrett tools. 

The campaign was set up on the 
basis of the distributor paying part 
of the cost which we thought fair 
in view of the scope of the program. 

The number of participating dis- 
tributors and the total volume of 


consisted 


the mailings were so satisfactory we 
plan to continue the program. e 














.... New media facts available! 


Sales increased 1100% in 18 months... sales in 1953 
up 700% over previous year . . . and MODERN 
MACHINE SHOP is a big reason why. 


Why is it so good? . . . How did it get that way?... 
Why does it stay that way? ... These are questions 
about MODERN MACHINE SHOP answered in four 
new booklets of media facts now available to you. 


Here’s proof that you get the EXTRAS in MODERN 
MACHINE SHOP... proof that it alone has the effec- 
tive mass circulation to give both deep penetration in 
the large plants and complete coverage of the medium 
and smaller plants. 


Learn why and how you can take advantage of 
MODERN MACHINE SHOP’S 44,000 circulation, 
largest and most effective in the industry, for your own 
product and profit. Write for free copies of new media 
facts today! 


/ ss 
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MODERN MACHINE SHOP 





431 Main St., Cincinnati 2, Ohio Cin 
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werehovees in New York 


Dual Sales like this 


of the company’s leading prospective 


Finds all-out promotion 


of distributor pays off 


By M. E. Dupre. . 


orse Twis 


& 


Bedford, Mass. 


® OUR COMPANY, founded in 1863, is 
the oldest cutting tool manufacturer 
in the world. But there’s nothing old 
fashioned about the advertising and 
promotion with which we back up 
our franchised distributors. 

That award, from the National 
and Southern Industrial Distribu- 
tors’ Associations, is an outgrowth 
of Morse’s policy that the company’s 


help of Morse’s (oP © 


MINE COMPANY, 
et ef van wORMAN CO é 
Cricoge. Dowel, Hewston, So" 


blasting 


distributors 


e-franchised Distributor 
can have full coo 
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NEW BEDFORD, maASS. 


out the merits 
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Cutting Tools 


ACTION! 


problem... 
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oraRering time 


the consumer } 


Morse Twist Drill & Machine Co. 


For Best Series of Ads 


products shall be sold only through 
franchised distributors. 


Distributor Ads Begin .. After 
that policy was put into effect in 
1947, Morse began to publish in the 
leading trade magazines in the met- 
alworking industries, double page 
spreads in two colors which were 
built upon, and entirely devoted to, 
the benefits and which 
Morse distributors offer to industry 
as a whole. 


services 


Strengthened Program .. C. F. 
Myers, vice-president and general 
sales manager of Morse, and Joel 
H. Squire, account executive of our 


agency, Sutherland-Abbott, Boston, 
met and decided that since our lim- 
ited “advertise the distributor” cam- 
paign obviously had been successful 
in helping us to reach our objec- 
tives, we would strengthen and step 
up the frequency of ads and sales 
promotion efforts in that direction. 
At the same time, we would do a 
strong selling job on our own serv- 
ice angles, namely, production, ex- 
pediting, delivery and the other 
sales points which had often been 
underemphasized. 

Awards are very nice, of course, 
but the most important thing is the 
increasing reward which we are 
finding in every morning’s mail! ® 
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In making plans for the future it’s surprising how many of us act 


as if growth were something that is entirely behind us! 


Maybe that’s because we’re accustomed to making comparisons of 
yesterday and today. There’s no question about the growth we've had 
since °40 or °47. Most everyone is now taking this growth into 
consideration in today’s planning. 


But what about the growth ahead of us? The next time you sit in a 
planning conference, try this little bombshell: 


The increase in our population within the next four years will 
be the equivalent of adding another New England to the U.S. 


That’s just one example of how fast America is continuing to grow. 


Visualize the opportunity ahead for your Company in such a dynamic 
and expanding economy. But making the most of such an opportunity is 
going to take some raising of sights. It’s going to require sound sales 
and advertising planning based on the size of the job ahead, 

and not the size of the job behind us. 


For help in your planning we invite you and your advertising agency 
to make full use of the information facilities of the Penton Publishing 
Company. We will be happy to cooperate with you. 


THE PENTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 








Norton can bring the 


“TOUCH OF GOLD: 


to your grinding... 


Grinding, the most universal 
mos! bow of af! production processes 
ts the true “Touch of Gold” thot increases the 
usetviness — ond the worth — of every monutac 
tured article 
And here ore four reason why Norton will give your 
grinding the maximum “Touch of Gold 
1. Product Variety to moke sure thot you hove the 
right kind ond type of abrasive ond grinding wheel 
for each job 
2. Engineering Know-How in the field bocked by 
the extensive engineering facilities of Worcester, to 
make sure that the ngh! abrasive or wheel specifica 
non is selected tor each job 
3. Reseorch Ingenuity constontly ot work in the 
lorgest and bes! equipped loborotories he 
obroswve dustry to keep Norton alwoys ovt 
front with new and wmproved products 
4. Manufacturing Skill ot the Norton abro 
uve and grinding wheel plonts to make sure 
thot each wheel is made right for its job 


It's a secret . . realistic ad 

puts product in reader's hand 

® IT LOOKS LIKE a grinding wheel 
it feels like a grinding wheel. 

But it ain’t. It’s an ad. 

And it won a prize too 

What's this all about? Well, it’s 
about a two-page insert that ran in 
one issue of Mill & Factory and in 
a special production planbook issue 
of American Machinist. 

The insert won Norton Co., Wor- 
cester, Mass., an award for the best 
single advertisement stating benefits 
of buying from industrial distribu- 
tors. The award came from the Na- 


How your Norron DisrrisurorR CAN HELP 
YOU CUT GRINDING COSTS 


PRODUCT VARIETY 


she 


# This means not only the right type of prod 


and bond And # a's abraswe 


o tu 


he right type for each job 


er t's polishing. lapping tumbling of pressure blastn 


roa, 
a ~~» 


APPLICATION ASSISTANCE 


mented by o vost hbrary of know 
how literature and films 


LOCAL STOCKS 


orrect abrawve products for your particular jobs 
been determined they ore right of hand — o 
ver of 


ABRASIVES 


Norton Co. 
For Best Single Ad 


tional and Southern Industrial Dis- 
tributors’ Associations. 

The first page of the full color in- 
sert pictured several Norton grind- 
ing wheels. And when you touch the 
picture it feels like an actual grind- 
ing wheel under your fingers. 

The secret of achieving this sen- 
sation will have to remain a secret. 
The Norton people reveal they have 
a “unique abrasive printing proc- 
ess.” 

“Been doing it for years.” they 
say. But they’re not telling how they 
get the abrasive to stick to the page. 

Anyway, it makes a mighty ar- 
resting ad. 

The whole insert, as the illustra- 


tion shows, emphasizes Norton's 
know-how in abrasives and makes 
a good case for buying from the 
industrial distributor. 

The ad stresses the aid that dis- 
tributors can give in selecting the 
proper grinding tool. It points out 
that distributors have a variety of 
these tools on hand and that they 
have them easily accessible. 

Such ads, naturally, are received 
enthusiastically by the distributors. 
They report that the promotion they 
get from Norton is the best of any 
company whose products they han- 
dle. 

Norton’s agency is James Thomas 
Chirurg Co., Boston. e 
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Furnace Equipment 
Manufacturer & Manufacturer 


Equipment 
Distributor — 


Fuel 


Appliance 
PY Producer 


Manufacturer 


_ Tank Parts- 
Manufacturer Fittings 


a ( 


Your best yardstick for evaluating an advertis- Advertisers have long recognized this predom- 
ing medium in any market is what the important inant position of BUTANE-PROPANE News 
buyers in that market think of the media. in the LPG industry—and as a consequence, 
they have used more advertising pages in B-P 
News than in any other LPG publication, every 


And in the Liquefied Petroleum Gas Industry, 
year for 13 straight years! 


opinion is well documented. Nine different ad- 
vertisers in the past few years have made surveys 
of their best customers and prospects and asked Make your own survey —at our expense! 
them “Which LPG magazine do you read and 


“es Ask your own customers and prospects —or any 
prefer’? . 


bona fide list of important buyers in this market 

, ; ; —which LPG magazine they prefer. We'll pay 

And nine times out of nine the answer has been the bill, in return for a copy of your results... 

an emphatic “BUTANE-PROPANE News”— Write for details. 

the first choice votes ranging from 62% to 90%, 

and averaging more than 3 to | over the next — 


publication.* oF BUTANE-PROPANE 


WETTER GuSeMEDS ren ¥ 
On A PeOEe ey arte 


\ Advertisyng Pages Up 8.4% 
*Details of these surveys will Y First 8 months 19$4\vs. 1953 
be sent to any legitimate in- 
quirer, on request. 


ANCHOR cecreriee sneer» wnss 


A JENKINS PUBLICATION » 198 S. ALVARADO ST. LOS ANGELES 57, CALIF. — 
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Is your Salesman Getting... 
































A BOOST... or THE BOOT? 


How often have vou heard a salesman com- 


plain, “I sold the idea, but their Purchasing 


Agent gave the order to a competitor.” 


It’s a very common, a very sad story. But it has 
a simple moral: You've got to sell the Purchas- 
ing Agent, too. You've got to sell the PA on 


your product and on your company. 


If you sell an industrial product . . . 


Advertising can help you do the job. That's 
why so many leading industrial advertisers use 
PURCHASING Magazine. Read regularly by 
the men responsible for 85% of industry's buy- 
ing, PURCHASING gives you the largest avail- 


able coverage of industrial PAs. 


put PURCHASING power behind it! PURCHASING 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


The basic magazine on any industrial advertising schedule! 


A CONOVER-MAST PReSLIALC AT § 
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copy chasers 


Ad award standards get better 
. . Winners show no formula 


® NORMALLY the Copy Chasers, 
having their own stubborn ideas of 
what is and what isn’t good indus- 
trial advertising (based on a couple 
of decades of examining it most 
conscientiously), take a dim view of 
the judgments resulting from ad- 
vertising competitions. 

Time and again we've disagreed 
violently with the awards, putting 
the blame on the people who se- 
lected unqualified judges, or upon 
rules of competition which failed to 
set up standards, or upon the super- 
ficial performance of judges (too 
few, or too many, or not enough 
time). 

We have very little to complain 
about in respect to the winners of 
the various 1954 competitions. Al- 
most without exception, each win- 
ner deserves to be. In fact, we agree 
with one of the Toppers judges in 
considering the opportunity we've 
had to examine the entries as re- 
warding and even inspiring. He 
said: 


As I made a first quick appraisal of the 
aliber of the entries I was appalled by 
the problem of selecting from them only 
a few as "best. I discovered that al 
though I had watched the continuing per 
fection of industrial advertising techniques 
for more than 25 years, I did not have a 
full appreciation of the general] high level 
which industrial advertising has attained. 
Any industrial advertising man who ex 
amines the hundred or more campaigns 
which reached the “‘finals’’ is bound to be 


proud of his profession. 


Consistently, the winning entries 
(and this is also true of a great pro- 
portion of the also-rans) demon- 
strated sound principles of advertis- 
ing strategy and technique. Some- 
one teaching a course in business 
paper advertising would have no 


trouble finding, among the entries, 
prime examples of “how it should 
be done.” Any of the winners could 
be described in terms ranging all 
the way from “interesting” (which, 
actually, is one of the finest com- 
pliments an ad can be paid) to “the 
campaign presents the proposition 
in respect to the market’s self-in- 
terest and in the market’s language, 
at the same time furnishing ample 
evidence, demonstration and docu- 
mentation to support the promise of 
performance.” 

We believe industrial advertising 
has come a long way when it can 
produce and also recognize the 
worth of . 
tising. 


such competent adver- 


Toppers: No Formula? .. We 
want to comment upon a few of the 
Toppers winners. Each is described 
in more detail elsewhere in INDUS- 
TRIAL MARKETING . . our comments 
are merely to point up some of the 
elements contained in what the ex- 
perts consider to be successful ad- 
vertising while at the same time 
showing that there is no one for- 
mula for success. 

Norton’s campaign on the “Touch 
of Gold” is, in our opinion, one of 
the great inspirations of industrial 
advertising. It is both a sales idea 
and an advertising theme. 

It is a sales idea in the sense that 
it presents the product to the mar- 
ket in positive rather than negative 
terms. Many products, you know, 
are sold negatively . . “it costs less, 
it saves time,” and so on . . and one 
gets the impression that such prod- 
ucts are disagreeable 
that it would be wise to dispense 
with altogether, if feasible. This is 
particularly true of grinding wheels, 


necessities 


pic 


as inserted 





we'd say even the word “grind- 
ing” has negative connotations. 

But Norton’s advertising presents 
the product in terms of the value 
which grinding adds to the product 
en route from raw material to end 
use. It’s a nice example of “putting 
best foot forward.” 

The “Touch of Gold” is an ad- 
vertising theme in the sense that it 
is the clothesline upon which all ads 
are strung . . both the words and 
pictures depend on it. The phrase 
itself illustrates the “value added” 
concept, the text develops the 
theme, and the pictures (the yellow 
spot on the point of contact between 
wheel and work) visualize it. 

It is interesting to us that the 
“Touch of Gold” idea, originally 
used to introduce the G Bond wheel 
in the promotion which won the 
Topper, now underlies all Norton 
grinding wheel promotion. 


Violent Change of Pace. . Most 
of the Topper-winning campaigns 
showed a high degree of continuity 

that is, “family resemblance” in 
format and typography. 

This is ordinarily good practice . . 
it keeps every message in the same 
frame of reference, produces a cum- 
ulative effect, and makes the adver- 
tiser appear to be a bigger adver- 
tiser than he possibly is. 

But there are also cases where it’s 
desirable to make each ad a differ- 
ent approach, and this is what 
Parker Appliance has done. 

Parker’s campaign is consistent to 
the extent that the ads are all 
black-and-white spreads, hand- 
somely laid out in the form of rect- 
angular elements with photographs 
dominating (always one large one 
and several small ones), and much 
of the message is picture-captions. 

But each ad looks completely dif- 
ferent and new because of the vio- 
lent change-of-pace in the main il- 
lustrative elements. On page 90 
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copy chasers .. 


Prove by comparison tests 


how Parker O-rings seal better.....last longer 


u'll see one of them; others in- 


clude 


closeup of fingers holding several 
O-rings “Prove by comparison 
How Parker O-Rings Seal Better 


a nd Last Longer.” 


stop-action photos demonstrating 
how, with the aid of a Parker di- 
rectional control valve, a tank of 
soapy water is raised without a 


ripple on the water line 


photo showing how easy it is to 
Parker flare 


cramped quarters amidst a maze 


install fittings in 


of tubes and fittings. 


photo of spray pattern from a fuel 


nozzle 


No Devices . . The Westinghouse 
Topper is the best example we've 
ever seen of a solution to the fairly 
common (among big companies) 
problem of promoting a group of re- 
lated products. 

The ad reproduction shown on 
page 86 may not reveal clearly 
enough the pattern of these ads. 

1. Westinghouse 
introduces a multiple page section, 
important 


sales engineer 


promising to “present 
Westinghouse 
helps you attain maximum service 


facts showing how 


continuously with minimum invest- 


ment.” 
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2. This same man is shown in an 
application scene, his background is 
briefly described, and his purpose 
(in the ad) stated as to introduce 
members of the Westinghouse team 
who “had intimate acquaintance 
with the daily problems of utilities 
and their practical solution.” 

3. Each of the ads following this 

pages or spreads starts off by 
having this same sales engineer in- 
troduce another Westinghouse man, 
a specialist (such as “Unit Sub- 
station and Regulator Engineering 
Manager,” “Manager Large Outdoor 
Oil Circuit Breaker Engineering,” 
etc.) in whose words (ostensibly) 
the ad message is given. This spe- 
cialist is also shown in a picture 
next to the equipment that is his 
specialty. 

4. Last page of the section brings 
the first man back to tell some- 
thing about Westinghouse service or 
another matter of special interest. 

What could be simpler? Minimum 
number of ad elements, with no 
“ad devices.” Maximum conviction 
by having the engineering authority 
(not the advertising man) write the 
copy. High interest in illustrations 
due to presence of named person- 
alities (sometimes customers). And 
a sure-fire means of getting good 
cooperation out of the sales force. 


Novel Inquiry-Seeker . . Good- 
rich advertising is renowned chiefly 


because of its long-time case his- 
tory campaign. But here’s a Good- 
rich campaign that wins in an in- 
quiry-producing competition. 

It’s an unusual campaign for such 
a purpose. Ads are picture-caption 
(unusual for an inquiry-seeking 
campaign). There is no picture of 
the offer (unusual for an inquiry- 
seeking campaign). 

In some ads, a number of appli- 
cations ars shown, each with a cap- 


tion such as: 


Other ads have fewer photos 
(perhaps only one), and sometimes 
there’s a picture of a tire failure or 
a chart of comparative performance 
in an adhesion test showing BFG 
superior. But what we like best 
about the ads is the copy, like the 
following, which goes right to work, 


at the start, on its main task: 


Which Pulled Most? .. Lewis- 
Shepard’s winning campaign, also 
intended to obtain sales leads, varies 
the approach from ad to ad; al- 
though the format is generally: big 
bleed picture, headline, copy, sig- 
nature, coupon. 

One of these ads is shown on page 
75. The variety in the others is il- 
lustrated by the following descrip- 
tions. 

A view of a warehouse piled high 
with Beech-Nut Gum. A _ Lewis- 
Shepard Space Master Electric Fork 
Truck is at work in one corner of 
the picture. “Report shows average 
annual saving of $973.48 with Elec- 
tric Fork Truck.” Copy urges the 
reader to write for “Gas vs. Elec- 
tric” folder: 








AMERICAN 


AVIATION’S 


sara 


Amrmuszatl 


ENGINEERING AND 
DEVELOPMENT ISSUE 
October 25, 1954 


sale 


means 


Last year’s Engineering and Development issue 
drew thousands of specific product inquiries. 
Here is a partial list of the job titles and 
affiliations of respondents. 


advertising authorizations 
must be in our hands by 
October 4, 1954 


Asst. for Electronics to 
the Deputy Commander 


Designer 

Components Engineer 
Hydraulic Engineer 
Chief, Jet Engine Dept. 
Research Engineer “A” 
Designer 

Designer 

Group Leader 

Design Engineer 
Research Engineer 
Thermodynamicist 
Instrument Engineer 
Procurement 
Executive Vice-President 


Project Engineer 
Propulsion Engineer 
Technical Engineer 
Systems Engineer 
Equipment Engineer 
Senior Engineer 
Development Engineer 
Weights Engineer 
Designer A 

Design Engineer 
Aerodynamics Engineer 
Manager of Engineering 


Project Design Engineer 
Design Engineer 
Service Engineer 
Design Engineer 
Rocket Test Engineer 
Aero Engineer 


Ss action 


for your advertising 


Specialties Engineer 
AF Officer-in-Charge 
Supt. of Engineering 


Senior Engineer 

Chief Flight Test. Eng. 
Asst. Project Engineer 
Development Engineer 
Senior Project Engineer 
Asst. Project Engineer 
Research Engineer 
Staff Engineer 


AMERICAN AVIATION, ADVERTISING OFFICES: LAGUARDIA AIRPORT, N.Y., N.Y. 
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copy chasers... 


in your own plant 


‘ips on How to Buy a Fork 
over a photo of an L-S 
ng into a pile of bags. Each tip 


gests a definite “responding” ac- 


In the coupon, the reader is asked 
to circle the “Buying Tip” he wishes 
to follow. 

An L-S truck surrounded by little 
copy blocks which sell features, for 


example: 


Headline: “The Only Truck Spe- 
cifically Designed for Faster Ter- 
minal Handling Operations!” 

A cartoon of a newspaper (really 
corny) superimposed on a_ photo 
of an L-S backing out of a truck 
Headline is on the newspaper: 
“Latest Report Shows Fork Truck 
Maintenance Drops to 8c per Hour 
with L-S Model 59 Electric!” Copy 
develops that, and leads up to cou- 
pon. 

A far-off shot looking down on 
an arrangement of various L-S 
(“Only One Manufac- 


turer Lets You Choose from a Com- 


equipment 
plete Line!”). Diagram inset iden- 
tifies the trucks by name and num- 
ber, and the numbers appear in the 
coupon for the reader to circle the 
ones he wants more information on 
“Ware- 
house gains 96,000 Cubic Feet of 
Space with These Unique L-S Elec- 
tric Fork Trucks.” 

What we’re interested in now is: 
Which ad pulled the most inquiries? 


Case study ad on how 


He Knew His Market .. Atlas 


Powder’s “stop action” campaign 
weds words and photos in a differ- 
ent way. Granted that the product 
has inherent picture possibilities, 
the people running the campaign 
didn’t stop there; they gave the real 
selling job to the copy. And note in 


this excerpt the evidence that the 


Rockmaster & 
can help you 


writer must have known his mar- 


ket: 


We are confident that the expert 
knows what is meant by toe, bur- 
den, fragmentation, even if we don't. 


Why Putman Winners Excel. . 
Here, too, the Copy Chasers can 
find no cause for disagreeing with 
the judges. 

Having so often held up LeTour- 
neau-Westinghouse advertising as 
something for the rest of you to 
shoot at and having selected the 
LeTourneau-Westinghouse ad man- 
INDUSTRIAL MARKETING’S 
Man-of-The-Year, we would be ex- 


ager as 


pected to applaud that choice, any- 
way. 

For the 
we've described this campaign suf- 
ficiently in the past (and to prevent 
your suspecting that we are Joe 


reason that we think 


Serkowich’s uncles), we'll skip it for 
now and go on to the other two Put- 
man Winners. (Don't neglect the 
story on it, though, on page 132 if 
you want to get a closeup of one of 
the most intelligent programs in the 
business. ) 

Mack Truck advertising capital- 
izes upon the fact that Mack can 
boast of producing more Diesel- 
powered other 
manufacturer. Some of the Mack 
ads concentrate on that one fact in 
more or less “billboard” fashion, but 
others tackle the job of explaining 
why. 


trucks than any 


Technique is more in the fashion 
of consumer goods advertising than 
industrial, and we think this comes 
off pretty well. 

On one hand, a “billboard” type 
of ad... “Again . . It’s Mack . . Ist 
in Diesel Truck Sales” .. with rath- 
er brief copy. (“There must be rea- 
sons . . and there are. Unparalleled 
fuel economy and reliability of the 
Mack Diesel 


as revealed by the truly amazing in- 


Thermodyne engine 
service records attested to by im- 
portant operators all over the coun- 
try.”) 

And on the other hand, a “long 


ntinued on page 166 
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ce 


PROBLEM: Pick the one who wrote the order 
SOLUTION: The plain truth is that carbon paper as of conveyor belts. So it’s 


although only one man wrote the order, just common sense to talk to everyone from 
nearly everyone in business has an influ- secretary to president about your product. 
ence in purchasing. That’s as true of office And there’s no better way than through 


machines as it is of plant machinery, of The Saturday Evening Post. 


—gets to ALL the people who mean business 
September 1954 /1685 








copy chasers .. :. 


copy” type of ad which gives in con- 
siderable detail the reasons for the 
superior performance which is re- 


sponsible for the record of sales. In 
an ad headed “What's the Story on 
the New Mack Diesel?”, you get the 
impression you're reading Buick 
copy (that’s a compliment, boy). 

It starts off with a claim: 





Questions and Answers . . Copy 
continues in question-and-answer 
style. Question: “What’s the basis of 
this new economy?” Answer: 





y high thermal efficiency 
achieve through a new and advanced 


enables the Mack 


Diesel to squeeze more en- 


ergy mount of diesel fu 
than any other truck engine . . and to cor 
his energy into useful power. 


That raises another question 
(when you feel like coming out with 
a term like “Thermodyne,” you’d 
better be prepared to sell it): “What 
do you mean by useful power?” An- 
swer is “Maximum usable power to 
drive the wheels of your truck:” 
Mack Thermodyne Diesel turns into us- 
able power a higher percentage of the 


Such high thermal ef 





ficiency means that less horsepower need 
be sacrificed to cool the engine. Thus, more 
horsepower actually reaches the wheels. 

Well, yuh. But what does Ther- 
modyne do that other things don’t? 
All right: 


» 


No one would think of buying a gaso- 





1e with fixed spark timing and 
yet most diesels have fixed injection tim- 
ing. The Mack Thermodyne Diesel, how- 

3 an exclusive device called 





the Synchrovance which provides auto- 
matic injection timing synchronized to the 
zine. This assures smooth, 





shockless combustion and in turn means 
easier starting; smoother running and idl- 
ing; greater engine flexibility and respon- 
siveness 

This same pattern of question- 
answer is continued, as the copy 
takes up “full engine braking,” 
maintenance, and the answer to 
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or 


“Has this engine been thoroughly 
tried and proven?” 

The Mack ad reproduced else- 
where represents still another ap- 
proach . . a fairly conventional one, 
but nonetheless a good one. Mack 
meets the situation face-on: “It’s 
true that some Mack models have a 
higher initial power over some other 
trucks,” and then the copy and the 
testimonial quotes go on to prove 
that “you can’t afford to be without 
the big fuel savings of Mack’s Ther- 
modyne Diesel engine.” 


Don't Dare, Unless . . The prize- 
winning Kearney & Trecker Cam- 
paign has attracted considerable at- 
tention because it was among the 
first (of its class) to make a pur- 
chasing plan an argument for brand 
selection. Indeed, it has undoubtedly 
inspired other companies . . in both 
related and non-related fields . . to 
adopt lease plans. 

It is a copy campaign pure and 
simple . . and such a campaign (see 
the ad reproduced on page 136) is 
one you probably wouldn’t dare to 
use unless you were confident that 
the subject had high interest value 
for the people whom you wanted 
most as readers. 

Of course, with a copy campaign, 
you are likely to have trouble mak- 
ing each ad different. Notice how 
K&T put different words to the 
same music by turning to the page 
where the K&T ad is reproduced 
and comparing it with another 
which we shall describe. 

Same layout, both ads. Top two 
lines in this other ad read: “Ma- 
chine selection in doubt? Here’s a 
practical way out.’ Then “Kearney 
& Trecker’s Tool-Lease Program,” 
followed by 


allows you to rent new machine tools .. 
literally try them before you buy them. . 
to be sure you get the flexibility you need 


to meet changing competitive conditions. 


The box upper right is almost 
identical except for the heading: 
“Here’s What the Obsolescence 
Picture Looks Like In The Motor 
Vehicles and Parts Industry” and 
the copy and bar charts in the up- 
per half. Body copy is the same in 
both ads and so is the footplate. 


Four NIDA Winners Flop . . 
We're not quite so happy about the 
selections in this competition, and 
we think the reason is that the 
judges were looking at the ads from 
the viewpoint of the distributors 
(N. I. D. A. stands for National In- 
dustrial Distributors Association), 
rather than from the viewpoint of 
the people to whom the ads were 
directed (the distributors’ custom- 
ers). 

Here we .. and most advertisers 

. run into trouble. The purpose of 
the awards is to recognize the ef- 
forts of (1) manufacturers to pro- 
mote to (2) the users the value of 
the function in distribution of goods 
performed by (3) the middle man. 
It’s tricky because the advertiser is 
trying to please one party while try- 
ing to sell another. 

New York Belting & Packing Co. 
does the dual job admirably. Meth- 
od is to show how the combination 
of a good product (NYB&P) and re- 
sourceful distributor service gives 
the user a solution to his problems. 

The ad reproduced on page 152 
gives five examples of how “your 
NYB&P Distributor may spot some 
important difference in conditions 
between two applications which you 
might have considered insignifi- 
cant.” The stories . . actual case his- 
tories . . give credit to both product 
and distributor. 

Norton Co.’s ad also does a good 
job by telling about the useful ma- 
terial available to the user through 
the distributor. 

But the other winning campaigns 
are nothing but valentines. 

The pages reproduced from the 
Lincoln Engineering Catalog are 
some of the dullest we’ve ever seen. 
Why any distributor would be de- 
lighted (or why any judge could 
think a distributor would be de- 
lighted) we can’t figure. You read 
the copy . . if you have the supreme 
patience . . and tell us. Incidentally, 
that long-measure, tight-set text 
runs over a green tint block. 


Brag, Corn, Cliche .. The Starrett 
entry illastrated is from a direct 
mail piece. The tipped letter. The 
brag headline (“. . For the Best in 
Tools”), the cheap artwork, the 
corny emblem, and the cliche-rid- 
den copy really make this more an 
object for ridicule than for an 

Continued on page 168 
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WHAT DOES IT MEAN 
ON A SPECIFICATION? 


YOU May Consider Your Product Equal 
- Even Better - Yet LOSE THE ORDER! 


When the consulting engineer writes in the Specifications: “....shall be 
of XYZ make or equal,” who is the judge of what is “equal?” Certainly 
not the salesman representing another product. Not the contractor, for he 
must follow specifications and has no authority to change them. Not the 
client—except in those rare cases where an owner pays for advice then 
takes the responsibility for going against the advice he has bought. 

The ONLY judge of what is “equal” is the consulting engineer. If he isn’t 
sold, no sale. 
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Here are actual and exact quota- “Fans shall be ‘W——,’ ‘X , Y—, ¢ 
tions (except names deleted) from ‘Z——,’ or approved equal, similar in ar- 
Specifications governing recent con- rangement, characteristics, dimensions and 
struction of a large plant in New construction as given on the schedules.” 
York State: 

“Convectors shall be X—— Co.; also X-—— 


Co. Forced Flow Heaters in the main 
vestibule, or other approved make.” 


“All requests for approval shall be made 
to the Engineer in writing. The word 
‘approved’ where used in the specification 
shall mean approved by the Engineer in 
writing.” 








“All valves in contact with acid or acid 

fumes shall be 14%” X—— Co.’s No. xxx 

“Manual Type Starter shall be X—— Bul- (or approved equal) flanged diaphragm 

letin xxx, or approved equal.” valves, all iron, Y pattern, Neoprene lined 
ly” thick extending full face of flanges.” 

“Protective Coatings shall be ‘X——,’ 

"¥. oe , aS approved, and/or as 

designated herein for certain locations and “Bus Duct shall be ‘X——,’ ‘J-——,’ Y-— 

certain parts of the heating and ventilat- Company ‘K——,’ Z—— Electric Co., or 

ing system.” approved equal.” 














CONSULTING ENGINEER readers are responsible for over 90% of entire in- 
dustrial and civil work in the country, including new plants, expansions and 
modernization. Coverage includes consultants in mechanical, electrical, struc- 
tural, civil, mining and chemical engineering. 


SELL the MEN who WRITE the SPECIFICATIONS 


‘consulting engineer 
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¥ The Consulting Engineer’s Professional Magazine 











Published by Industry and Power Publications, 420 Main St., St. Joseph, Mich. 
Sales Offices: New York, Philadelphia, Cleveland, Chicago, Los Angeles 








copy chasers .. 


award. Read that copy under “Qual- 
ity Distribution” . . did you ever see 
so many cliches in one piece of 
copy? Plus value quality prod- 
ucts you know and trust . . geared 
. just can’t beat that 
“PDQ” Service 


large and 


to serve you. 
combination 
our personal interest 
diversified stock . . fill your needs 
. speed, reliability and economy . . 
. as near to you as 
willing and able. 


keep in mind . 
your telephone. . 
Really “sincere.” 

The Morse ad is just as bad . 
practically a parody on advertising 
intended to make distributors grate- 
ful. 

Notice in the reproduction to be 
seen on page 156 that dynamic 
all-cap “ACTION!” And the five- 
dollar art . . the distributor slapping 
his hat on his head when he gets 
the phone call, with the Morse man 
(MFD) grinning expectantly at his 
shoulder. And the Morse tools 
fanned across the layout. And the 
“5 reasons” . . Lincoln had five rea- 
sons, too. 

Nicholson File does it with style. 
The layout is what we suppose is 
called “slick,” and the visualization 
is symbolic . . keys for gosh sakes. 
Here, nine reasons for doing busi- 
ness with distributors which 
ought to make this effort 80% more 
pleasing to distributors than Lin- 
coln’s or Morse’s. 

What do you think? Do you agree 
with the judges that these Lincoln, 
Starrett, Morse and Nicholson ads 
have high reader interest . . or do 
you agree with the Copy Chasers 
that they are four cases similar to 
what is popularly supposed to have 
happened in Macy’s window? 

And that’s that for the awards! 


Our Cliche Collection 

Hand squeezing: “How Lion Is 
Squeezing More Oil from Reluctant 
Sands” . . Lion Oil Co. 

Building blocks: “E-B-A-S-C-O 
Spells Service to Many Industries.” 

Two balloons talking at each 
other: “Our Problem Is Disturbing 
Noise,” “Your Solution Is a Fibre- 
tone Acoustical Ceiling” . . Johns- 
Manville. 

Jigsaw puzzle: “It Pays to Fit 
Gulf Sales and Staff Engineers into 
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the Maintenance Picture.” 
“Looking for a Win- 
Goulds 


Binoculars: 
ning Combination?” 
Pumps. 

Baserunner sliding into home: 
“The SAFE Pavement Is Concrete” 
. . Portland Cement Association. 
The masterpiece of art: There’s 
Only One Original” . . Westinghouse 
Elevator. 

Prizefight: “Winner Every Time!” 
. . Automatic Sprinkler. 


Answering the Mail 

G.R. Several proofs of ads from 
this company lead us to the sug- 
gestion that something be done to 
open up the layouts which at pres- 
ent give the effect of a Scrabble 
board late in the game. Color is 
used to no good purpose, and the 
typography is tight. 
Language is pretty tight, too . . full 
of such traffic-stopping phrases as, 
“now makes available,” “can be de- 
termined with ease” (why not “you 
can easily find out”?), “most ex- 
acting applications,” “provide more 
than adequate power,’ etc. 


uninvitingly 


L.C.K. We like your ad, and 
we're going to tell our readers about 
it. This is an ad for Kay-Fries 
Chemicals. Unlike much advertis- 
ing of chemicals to chemists, which 
consists of a listing of specs and 
chemical equations, this ad uses 
conversational language, as follows 
(no illustration): “Are You Inter- 
ested in These Two New Intermedi- 


le except in 


bility from here on will 


I n 


From the for 


see that either an alpha- 


rrimidi . 
rimiaines 


alpha-ethoxy-prc 


on Triethy] 


>'ve been manufacturing 
nany years matter of 
r reduced the price to bring 
ound” field of 

made Trimethyl 

quantities. At 

rtho esters. 

it these or 


please don't 


Unlike the G-R ad mentioned 
just above, which has long sen- 
tences, uses passive voice, lacks 
personal references, this copy has 
short sentences, not a single pas- 
sive voice, and it’s full of personal 
references . . to both the advertiser 
and the reader. 


L.M.B. You know what hap- 
pened? Your letter of October 13 
got caught under somebody else’s 
paper clip, and we never did an- 
Please don’t wait for an in- 
. barge right in. 


swer. 
vitation next year . 


V.C.H. Seems to us that the 
copy that’s now in small type would 
make better reading than the big 
boast in display type. 


BIG JOE. We think the first im- 
pression the ad makes is that it is 
starting off in too many directions 
at the same time. Better to start 
with “How to Apply and Use IBH,” 
then the handbook, then what's in 
it, then the number of models. In- 
cidently, we think spelling out “In- 
Between Handling” is better than 
“IBH”; it’s hard for people to keep 
in mind anything more difficult or 
less advertised than “B.O.” 


M.K. You've certainly got some 
interesting layouts there, and we 
like the way you've handled the op- 
erating data. There’s just a slight 
chance, though, that the art direc- 
tion has overwhelmed the message. 
Could the headlines be shorter and 
a little bolder? 


C.M.J. <A fine ad. (Detroit Die 
Set Corp. devoted the upper half- 
page to a dramatic photo of a Cater- 
pillar Crader on the job, the lower 
half-page to a photo of a Detroit 
Die Set used in Caterpillar’s plant, 
and let the pictures tell the story.) 


The Copy Chasers 





IS YOUR NAME HERE? 


Advance Electronics Co. 
American Electronic Mfg. Inc. 
Ampex Corporation 
Atkomatic Valve Co. 
Atomic Instrument Co. 
= are some of the companies which Beckman Instruments Inc. 
Benson Lehner Corp. 
. George W. Borg Corp. 
received actual sales leads from the July Bourns Laboratories 
owser, Inc. 
. Builders-Providence, Inc. 
issue of AUTOMATIC CONTROL. Ciebaenilitnihinn, tee: 
Cannon Electric Co. 
) . Clark Controller Co. 
A.C.’s complete coverage of systems engi- aK cage 


m P = Durant Mfg. Co. 
neering (with a management flavor) brings Eclipse Fuel Engineering Co. 
Electronic Associates, Inc. 
Electrons, Inc. 


active response from the buying groups you Engineering Research Assoc. 
Fansteel Metallurgical Corp. 


need to reach. Goodyear Aircraft Corp. 


The Hays Corporation 
Heinemann Electric Co. 


If you sell equipment, systems or services, to Helipat Conperstion 
: : Illinois Testing Labs., Inc. : 
control manufacturing, data processing, or for saneensehenah Irene Saneaines 
Jerguson Gage & Valve Co. 
° Ketay Mfg. Corp. 
automatic end products...take steps to get your Rectcon Deiat ti: tae. 


G. H. Leland, Inc. 
name before the 30,000 key engineer and Librascope, Inc. 
Magnetic Research Corporation 
Minneapolis-Honeywell Reg. Co. 
management readers who read AUTOMATIC F. L. Moseley Co. 
Panellit, Inc. 
Potter Instrument Corp. 
CONTROL every month. ae eevee 
Remington Rand, Inc. 
Reeves Pulley 
Richardson Scale Co. 
Robertshaw-Fulton Controls Co. 
Sanborn Company 


e h Id bl 2 . Sciaky Brothers 
A Reinhold Publication Soares i 
F. J. Stokes Machine Co. 
Sylvania Elec. Prod. Inc. 


Technology Instr. Corp. 
Telautograph Corp. 

Toledo Scale Co. 

U. S. Electrical Motors, Inc. 
AND OTHERS... 





UTOMATIC CONTROL 


430 Park Avenue 
New York 22, N. Y. 


The Management Magazine 
of Systems Engineering 


AUTOM| {Fonreo. 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 


news from plant reporter, laying base for one phase of communicati 


Lionel builds little trains, 
big employe relations program 


Reaches not only employes, but dealers, customers, public 


® ALL PARENTS and almost all chil- 
dren know that Lionel makes +trains. 
It makes miniature electric trains, 
ideally suited to fathers’ playtime, 
in its factory at Irvington, N. J., 
and in the same plant it produces 
the company’s new three-dimen- 
sional camera and viewer. In near- 
by Hillside is a_ subsidiary, the 
Airex Corp., which manufactures 
spinning reels and other fishing 
equipment. Executive and sales of- 
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fices, as well as showrooms, are in 
New York City about 15 miles 
away. 

Lionel merchandising is handled 
through distributors and its adver- 
tising program is conducted on a 
national basis through mass-circula- 
tion publications and TV. The prod- 
ucts are sold throughout the United 
States, Canada and most of the rest 
of the free world. Last year the 
company produced merchandise 


Industry’s relations with 
Employes/Stockholders 
Distributors/Suppliers/ 
Neighbors 





VY 


worth more than $60,000,000 at re- 
tail level. 

These scattered background facts 
are important in appraising an em- 
ploye communications and _ public 
relations program developed at 
Lionel. The lay reader, with no 
training in the happy pugilistics of 
communication, would figure that 
anybody who produced miniature 
trains couldn’t possibly have em- 
ploye relations problems. Certainly 
a concern dedicated to the manu- 
facture of fishing reels and equip- 
ment must be a_ grievance-free 
paradise. These are comforting con- 
clusions to draw, but Lionel is the 
first to admit that even a good em- 
ploye communications program is 
subject to constant change. 


Makes Dealers ‘Feel Good’. . 
The corporation employs roughly 
3,000 people, and each year more 
than 2,000,000 copies of its four- 
color catalog reach prespects and 
consumers through dealers, at the 
showroom, and by mail on request. 
Because dealers are the key men 
in the sales structure, Lionel has 
taken action to strengthen that 
structure. One such step is to send 
the company’s bright, informative 
monthly publication, “All Aboard,” 
not only to employes and to opinion 
molders within its communities, but 
also to authorized company service 
stations throughout the world. 
Here we find one clue to the suc- 
cessful employe communications 
program at Lionel: It is broadened 
in its appeal so that it interests and 
attracts all publics with whom the 
company deals. In short, if an em- 
ploye device can be adapted so that 
it can reach out beyond that basic 
audience without losing the basic 
audience’s interest, let it be done. 


New Employe, Too .. “Life At 
Lionel” is another instance. This is 
Continued on page 172 





If its LOOSE LEAP | see 


High-quality Remington Rand Loose Leaf 


Binders are so easy to operate you know 


page changes will be made promptly. 


“Customized” covers reflect the quality 


and standing of your company and prod- 


@ CATALOGS 


@ PRICE LISTS 


@ SALES MANUALS 


@ SALES TRAINING MANUALS) @ PROCEDURE MANUALS 


@ PARTS LISTS 


@ SERVICE MANUALS’) @ SPECIFICATIONS 


® SERVICE BULLETINS @ ENGINEERING DATA 


ucts. Your catalogs stay on the job 24 
hours a day... make it easy for your cus- 
tomer to buy. If it’s LOOSE LEAF, remem- 
ber Remington Rand. Send in the coupon 
today for “Binders That Build Business.” 


@ VISUAL PRESENTATIONS 


@ OPERATING INSTRUCTIONS 


Room 1970, 315 Fourth Ave., New York 10 


Kindly send free copy of ** Binders That 
Build Business’ —LL234 


Name 
Title 
Firm 
Address 


Zone 
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employe communications. . 


a handsome informational manual 
or employe handbook, beamed pri- 
marily at the new employe. The 
concept, however, was such that the 
older employe found himself enjoy- 
ing it. 
Lionel 
family inspections, open houses and 
the like for employe groups, but it 
doesn’t stop there. To cement dealer 
relationships, the company takes the 
same cue from its industrial rela- 


believes in plant tours, 


tions program, and turns it to good 
use as a public relations device 

thus each visiting dealer enjoys a 
private tour of production facilities. 
Naturally a thorough effort is made 
here to draw the dealer as hos- 
pitably as possible into the organi- 
zation. Just as the company respects 
the interest of the employe in ex- 
amining the production processes, 
so does it respect the interest of 


the dealer. 


Top Men Write Letters . . Inter- 
nally, Lionel functions in much the 
same way as many other concerns. 
Local communications come under 
a vice-president, Philip H. Marfuggi, 
who also supervises industrial re- 
lations. The communications section 
is a part of industrial relations, with 
James Limner handling the broad 
communications assignments. with 
the assistance of Betty Rivola. This 
communications pair, taking a cue 
fromthe 
philosophy of the 


communications 

company, has 
widened its usefulness too: The two 
edit the monthly employe magazine; 
they produce manuals and booklets 
for employes as needed; they handle 
plant tours, company representa- 
organizations, 


basic 


tion in community 
and a portion of the firm’s publicity 
and related work. Their communi- 
cations activity is buttressed by 
personal letters to employes’ homes, 
written either by the 
Lawrence Cowen, or Mr. Marfuggi. 

The employe paper, “All Aboard,” 
serves its internal and_ external 
uses well, and is unusual enough in 


president, 


its editorial composition to bear 
studying. The publication is divided 
into two sections. The front section 
is devoted to feature material 

some of this is about employes and 
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their activities, while others pertain 
to the company and the community. 
Participation in civic affairs gets 
plenty of attention: One testimonial 
to the effectiveness of this program 
was a resolution adopted by the 
board of commissioners of the town 
of Irvington praising the company, 
its publication and its editorial staff 
for their work in promoting civic 
interest. 

Editor Limner has developed a 
communications machine involving 
upper management, supervision and 
the magazine. From it come the 


thoughts, ideas and policies em- 
ployes want to know about. Through 
a similarly well-operated machine 
at the employe level, Limner checks 
constantly on how his publication 
is doing, and how efficiently the 
flow of information is moving. 
Lionel deals primarily in minia- 
ture trains, but there is nothing 
miniature in its industrial relations 
and public relations attitudes. The 
program clicks right along, just as 
its new miniature D. L. & W. Diesel 
circles the living-room rug while 
the family looks admiringly on. & 





Communications man of the month.. 


Facts, not apologies, are the tools 


as he ‘humanizes’ railroading 


B. E. Young. . 


® IN THE FIELD OF PUBLIC RELATIONS, 
few assignments actually appear 
less glamorous than that of public 
relations director for a railroad. The 
stint is punishing, since the travel- 
ing public likes nothing better than 
to crawl on the back of the rail- 
road and breathe hot. 

Anyone with a minute to spare 
and intelligence to use knows that 
the railroads have a strong case for 
themselves. However, it takes 
someone with the refreshing vigor 
of the assistant to the president of 
the Southern Railway System to 
present it. B. E. Young, who handles 
the road’s public relations, is a 
straight-from-the-shoulder operator 
whose campaign for public under- 
standing benefits the entire rail- 


road business. A three-generation 
railroader, who began as a messen- 
ger at the age of 12, Mr. Young is 
one of the most forthright, persua- 
sive fact-dispensers in the whole 
public relations profession. 
His institutional advertisements 
each signed by the railroad’s 
president . . humanize the road to 
400 dailies and weeklies on the rail 
line. They are warm and neighbor- 
ly. When the railroad has a harsh 
fact to face, the road faces it. Thus 
the ads have pointed out, sensibly 
and reasonably, why unprofitable 
passenger ought to be 
dropped, in the public interest. 
Charleston and New Orleans resi- 
dents learned through the ads that 
their new stations come from rail- 
road . . not from public funds. 
Southern industry gets a tremen- 
dous surge from the Southern’s ads, 
keyed to the theme, “Look ahead 
look South!” The railroad hu- 
manizes railroading; 400 old loco- 
motive bells went to churches re- 
questing them when the line was 
dieselized; school children get a 
fascinating “pupil’s railroad kit’; 
the employe magazine, “Ties,” does 
a compeling sales job for Southern 
within the company and outside. 
Railroad public relations needs 
champions, not defenders. The rail- 
roads need fighters, not apologists. 
Young of the Southern certainly 
points the way. * 


trains 
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Heres why they hung one on us! 


Recognition of editorial excellence is appreciated 
always. It also gives the editors of CIVIL ENGI- 
NEERING a warm glow to know that 38,000 civil 


engineers spend an average of 31 hours reading 











time with each issue of CE. After all, it is the only 
Jor Editorial national publication edited solely for civil engineers. 


Excellence " P ‘“ r ° ° 
CE’s authoritative editorial content is written by 











‘lass. Institutional asl Professional Papers 
rt top-flight engineers and contractors actively engaged 
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Givil Engineering important projects. We believe this specialized 
editorial content, directed exclusively to specialized 
for autstanding single article 
published daring the prriud 
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readers, is the reason CE receives such exceptional 


NY: \ im the sirteesth annual 


reader response—36,715 inquiries from one issue 
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alone. We also believe that it is the reason why 175 
manufacturers of equipment and materials—more 


INDUSTRIAL << - than ever before—are advertising in CE in 1954. 


IGARKETING 


ENGINEERS ARE EDUCATED 
TO SPECIFY AND BUY 
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August volume 4.4% (in pages) under 1953 


1954 





page change 


% change 
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Total 31,798 


33,248 


Year to date/volume 1.6% (in pages) under 1953 


1954 


1953 


page change 
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°% change 
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281,585 


August pages 
Industrial group 1954 1953 


LAA 
44 


286,215 


Pages to date 
1954 1953 


6( 


Industrial group 


August shows 4.4% drop in 


business paper ad volume 


= a prop OF 4.4% (1,450 pages) in 
advertising volume was reported for 
August by a group of 283 business 
publications reporting to IM. The 
eight month total showed a drop of 
1.6°, (4,630 pages) for the group. 


Industrial publications declined 
3.30% (687 pages) for the month, and 
1.0° (1,760 pages) for the year to 
Export publications again 
dropped . . 7.4% (79 pages) in Aug- 
ust, and 5.5% (524 pages) for the 
first eight months of 1954. 


date. 


Product 
loss of 4.8°% (143 units) in August, 
but showed a slight increase for the 
year to date . . 0.30% (65 units). 
Trade papers dropped 7.3% (405 
pages) for August, and 4.8°% (2,305 
pages for 1954 thus far. Class pub- 


news papers showed a 


lications showed a loss of 5.5°% (136 
pages) for August, and 0.5°, (106 
pages) for the year to date. 


August pages’ Pages to date 
1954 1953 1954 1953 
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‘CONSTRUC TION IS IN 
THESE 5 STATES... 


$10,000,000,000 


SCHEDULED FOR 1955 CONSTRUCTION 


In the 5 state area served by Constructioneer this 
tremendous sum is earmarked NOW for all kinds of 
1955 construction — superhighways and country 
lanes, skyscrapers and housing, sewage plants and 
sewer extensions, airports and parking lots — with 
more projects to come . . . Constructioneer editors 
will be reporting on all of them! 


SALES EFFORTS CAN BE CONCENTRATED! 


The above total represents over one-quarter of the 
amount to be spent in the entire country — yet your 
sales message can be carried to the entire area in 
just one publication —. Constructioneer, with over 
12,000 readers in the 5 states. 


‘‘LOCAL’”’ COVERAGE of the BIG MARKETS! 


Constructioneer is the “local” newsmagazine of the 
construction field in New York, Philadelphia, Bal- 
timore, Buffalo and Pittsburgh — in the state capi- 
tols of New York, Pennsylvania, New Jersey, Mary- 
land and Delaware and in Washington, D.C. — 
plus the hundreds of rich communities in these 
populous states. . . Your advertising in Construc- 
tioneer gives you complete coverage of the nation’s 
largest market for high volume sales of equipment. 








CONSTRUCTIONEER 
SERVICES TO 
ADVERTISERS INCLUDE. . 


PHOTOGRAPHIC SERVICE: Six photog- 
raphers cover over 120,000 miles each 
year visiting every important job in the 
area and covering special assignments. 
Photo files contain job shots of all types 
of equipment and are available to in- 
terested organizations without charge. 


MARKET RESEARCH: Constructioneer 
can usually furnish detailed answers to 
advertisers on market possibilities and 
jobs in process or projected in this area. 


CONTACT SERVICE: Constructioneer 
has often helped manufacturers to 
establish effective outlets and aided dis- 
tributors in obtaining suitable lines of 
equipment. 


LOCAL NEWS COVERAGE 


Constructioneer editors carefully screen 
hundreds of reports from all parts of 
the area and report on all jobs. Readers 
get concentrated coverage of news im- 
portant to their own interests and activi- 
ties. 


BI-WEEKLY FREQUENCY 


Constructioneer is published every other 
Monday throughout the year . . . News 
material is up-to-date for greater reader 
interest —— gets more attention for ad- 
vertising messages! 


Constructioneer 


Covers the Middle Atlantic Region- A Multi-Billion Dollar Market 


6 SOUTH ORANGE AVENUE ¢ SOUTH ORANGE, NEW JERSEY 


September 1954 /175 





Industrial group 


August pages 
1954 1953 


Pages to date 
1954 1953 


August pages 
Industrial group 1954 1953 


Pages to date 
1954 





azette 
nN - 
NEWS 
visioner (w.) 


News 


Southern istry 


Steel (w.) 

Telephone Engineer (semi 
Telephony 

Textile Industries 

Textile ] 


176 / Industrial Marketing 


te 


— Oo ) 
Or, ODMDC 


sar Pai 
WV ester 


August pages 
1954 1953 


Pages to date 
1954 1953 





Equipment Digest 


Ss ra 


August pages 
1954 1953 


ations are re 


standard 


1420 
3008 


1120 985 
6309 6468 


1680 1582 
5768 5826 
2163 197] 
2936 2631 
1063 1003 


24,959 24,894 


Pages to date 
1954 1953 





News 
ivews 

pal ~ 

American / 

Jruggist 

American Lumberman & Building 
Product Merchandis (bi-w.) 


(seml1-m 


American I 
T 


vhain Store je — 
Administration Edition 
Combinations 
jist Editions 
i 


xeneral Merchandise 


ariety Store Editi 


ardware 
atchery 
iery & Underwear 
Industry Wee 
t & Tractor 
stribution 
sular-Keyst 


y 
erchandisin 


508 467 
1078 1071 
905 862 
1496 1633 
1317 1487 
174] 1696 


264 
637 


1040 1118 


45] 356 
2868 2988 
310 

696 


n page 





Textile-Industry Trends Promise 
Increased Need for Equipment 


L ying ahead is a fundamental change in textile- 
industry conditions that may affect every supplier 
to this field. 

To explain the situation, a little history is needed. 
Since 1942, the textile industry has operated on a 
new high plateau as far as pounds of fiber consumed, 
activity of machinery, and dollar value of product 
are concerned. Levels of these three important indi- 
cators have been 30 to 50% above levels of the 1920s 
and 1930s. 

Equipment Has Decreased 

But over this same period equipment in place has 
steadily decreased. The individual machines have 
been operated for longer hours (the industry has 
swung from two shifts to three) and at higher speeds 
and greater efficiencies. Without these changes, ade- 
quate yarn and fabric supplies could not have been 
turned out to meet the needs of the rapidly growing 
population, already 30% over the average of the ’20s 
and ’30s and now jumping nearly 2% per year. 

How much overcapacity is there now? Low prices 
and low profits in 1953 were a sign that quantity 
demand for textiles was being satisfied; yet the aver- 
age active cotton-system spindle, for example, was 
run 5,950 hours—the highest operation ever recorded 
and 82% of absolute maximum. And it is generally 
conceded that while this high production was under 
way, inventories of cotton goods and other textiles 
shrank! There was therefore no sign that overcapac- 
ity influenced the 1953 picture appreciably. 

And 1954? Low prices and lack of profits have 
accelerated the reduction in capacity by bringing 
about the folding of more mills burdened by ineffi- 
cient machinery, heavy taxes, and high-cost labor. 
The strong, surviving mills are left in a more healthy 
state to face the future with less cut-price competi- 
tion and with constructive plans. 

Near End of Cycle 

The curtailment in production that has taken place 
thus far in 1954 should correct the price situation and 
therefore the profit situation. Such curtailment usu- 
ally marks the conclusion of the low end of a typical 
textile cycle. It can lead to a period of scarcity. 

Mergers have been in progress. Companies that are 
already large have been spending millions of dollars 
to acquire other companies. There could be no better 
evidence of the inherent confidence that textile man- 
agement itself feels in the future of its own industry. 
Also, the concentration of these mergers during this 
current season suggests that the buyers have become 
impressed that now is the time to act—that not fora 


long time again will desirable mills be available at 
such attractive price levels. 

But the outstanding thing that-seems to get too 
little attention in all this picture is that the popula- 
tion keeps right on growing and installed basic 
textile-producing equipment keeps right en dwin- 
dling, and at a more rapid rate than improved effi- 
ciency justifies. To refer to cotton-system spindles in 
place once more, they have dropped 39% since their 
peak year, 1925, when spinning capacity was some 
133% above the need. And today, allowing for the 
degree to which the effect of larger population and 
higher consumption per capita is offset by three- 
shift operation and increased production per spindle, 
the most pessimistic calculation places overcapacity 
at only 7.8%. 

Statistics indicate that the situation is similar in 
the case of looms; also in woolen and worsted spin- 
dles. It seems, therefore, safe to assume that the pre- 
dicament is industry-wide. 

Population Growth 

Even if the industry should now stop shrinking, 
the present rate of population growth will bring it to 
a state of undercapacity within two years. If it con- 
tinues to shrink (it dropped another 130,000 cotton- 
type spindles in 1953 and always shows a tendency to 
let its pendulums swing to extremes) and if there is 
some unanticipated increase in demand, it can reach 
undercapacity even earlier. 

From now on, there will be no big cushion to fall 
back on as there has been for nearly a century, no 
starting up of excess and idle equipment, no simple 
expedient of adding another working shift, In the 
near future, the industry must expand its capacity 
in step with the population, with its market, and 
with its share in consumers’ disposable income. 
Textiles will then — and this could be as early as 
1955 — become, and remain for a long time, a 
growing industry. 





TEXTILE WORLD is preparing a statistical report on the 
textile trends referred to above and will be glad to mail 
it to interested executives, when ready, without charge. 


A Be ae 
TEXTILE WORLD PUBLISHER 


330 W. 42nd St., New York 36, N. Y. 
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2 editions) 
dustrial 
editions) 
tive World (3 editions) 
ovil Americano 
vaminos y Construccion Pesada 
Farmaceutico 
Hacienda (2 editions) 
El Hospital 
Implementos y Tractores 
Ingenieria Internacional 
Construccion 
Ingenieria Internacional Industria 
McGraw-Hill Digest 
-etroleo Interamericano 
harmacy International 
Revista Aerea Latinoamericana 2 116 
Revista Rotaria 2 4) 
Spanish Oral Hygiene 
(4-5/16x7-3/16) = 2 258 
Textiles Panamericanos 32 366 
World Mining 416 422 
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Nation's Schools 

Oral Hygiene (4-5/16x7-3/16) 

Restaurant Management 55 7 3 3 Joes not include advertising in special Western section 
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OO 


nb 
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~~ 
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*What’s New in Home Economics . . not published in August. 


aul 


Scholastic Coach - [17x10 units, sold as pages 





Media changes. . continue as a consulting editor. manager of the two publications in New 
Rowley, formerly executive edi York. 

R w.cG : A > h er, will become editor. 

a . Garrison . . formerly in charg = : - 

. “d mm . Oh e Edwin F. Hoffman, Jr. . . former advertising 

it the Fennsyivania-VUnhio _ territor or : a 

Fact ms &M Jerome J. Brookman . . pu manager, Traffic World, New York, has 

actory Management & Maintenance, Ls ye eae = we RE ir WO ae oe 

a th sentatives, New York nec been appointed advertising ctor. 

will cover the same Se: i 

Philadelphia district’ offic 


Progress, Los Angeles. eae : wits 7 
Building Correction 
Slade Kennedy . . formerly in advertising 


ack Warmington . . formerly with Watson , : . a : ; 
Xe ig _ Sag : Reginald A. Hubley . orme research for Control Engineering, new Mc- 
Publications, Chicag has been named 


aa eek 5 listrict representative > direct mail Graw-Hill publication, has been named 
Cleveland and Detroit representative for 

~ PT 1 PF r) livision, McGraw-Hill Publishing Co., has ager in the 
Contractors’ Electrical Equipment, Electri . 3 Co., ha din 


Atlantic district 
Engineering News-Record, 


Sutton Publishing Co., Plains, N. Y. ectri lesal ical 1S aw- 11¢ . Mr. Ken 
ont 


intenance, McGraw-Hill 1edy ; erroneously listed district 


cal Equipment and Electronic Equipment 


Philip W. Swain . . ed of Pc publications. He replaces Charles B. Shaw nage Atlanta in the August issue of 


edito 
York, will retire Septembe it ll who |} en named advertising sales INDUSTRI MARKETING. Sorry. € 
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BUILDING A GREATER AMERICA 
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Buildings are more than just steel, bricks and air conditioning. dations, parking lots and other non-building work. Also needed 
A big part of total cost is in site preparation, excavation, foun- are access roads, railroads, waste disposal, water supply, power. 


Needed: 11,600,000,000 more square feet of floor space 


yey : 


~ 
4 


AMERICAN BUSINESS FIRMS have spent more than $49 billion to construct new 
facilities since 1946. But, to keep up with our economy, another $150 billion 
will have to be spent by 1975. We will need 7.4 billion square feet of factory 
floor space and 4.2 billion square feet of commercial space in hotels, stores, 
warehouses, offices, etc. 

Expanding business which demands $6 to $8 billion a year in new facilities 
feeds on itself. It both demands and produces a strong economy and a strong 
construction industry. 

The men who will guide, produce and pay for this work must have wide- 
angle vision. With the normally complex task of planning, erecting and equip- 
ping a building, they must integrate construction of all utilities necessary to 
operate it — sanitary and water supplies, power, transportation facilities, etc. 
On top of their technical skills, they must know labor relations, costs, pricing, 
logistics, financing and other non-technical subjects. 

Engineering News-Record, with its wide-angle reporting, is the only publi- Manufacturers of building materials and supplies, 
cation that keeps them posted on all these subjects as they pertain to building construction equisment, and installed cquipment 
and construction. That’s why, as these billions are spent on a greater America, will need more factories to keep up with this de- 
you'll find your most important customers reading Engineering News-Record. mand -- and thus the cycle continues, 


In building and construction, 
IF YOU'RE IMPORTANT YOU EITHER READ 


ENGINEERING oe 
NEWS RECORD ms 


OR YOU ADVERTISE IN IT, OR BOTH 
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ideas 


booklets / direct mail 


sales promotion 


comment on catalogs 


exhibits / motion pictures slide films / sales helps + 





Industrial Products? . . Models show ‘Jiffy-Up’ stage in u Curtain Time .. With main front curtain closed, portable stage 


tble for industrial shows and conventions. provides space backstage to prepare for show to open. 


Planning a traveling show? 


Portable stage makes it easy 


Theatrical experts devise 24-foot stage to fit in 9-foot box 


= “ALL THE WORLD'S a stage”. . ac- 
cording to Shakespeare. And Charles 
E. Skinner Productions, New York, 
agrees. 

At least that company has made 
a portable stage which, it says, can 
be set up and used just about any- 
where. 

This “Jiffy-Up” stage, says the 
Skinner organization, solves a press- 
ing problem for sales managers or 
promotion managers who have to 
stage shows in the field but can’t 
find adequate stage facilities. 

Inventors of the stage are Charles 
E. Skinner, who has had experi- 
ence as a movie producer, director 
and designer, and Charles Carlotti, 
a theatrical designer. 

When set up (an hour’s job) the 
stages measures 24’x10’x8’9” and is 
convertible to 18-foot width. Its 
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framework is made of aircraft 
light weight 
and is entirely self-supporting, that 
is, it doesn’t have to be bolted to 
the floor. 

The stage comes complete with 
two traveler curtains, side drapes, 
rear drapes and lights. 

The entire unit of this “Conven- 
tioneer” model stage packs into a 
plywood traveling case 9’ 714"x2’ 6”x 
1’ 834”. The whole thing weighs 385 
Ibs. and costs $3,000. 


strength, aluminum 


‘Pipeline’ from ad department 
helps promotional efforts 

Your advertising and promotional 
efforts will have greater effect if 
the whole company knows what is 
being done in that direction. 

Recognizing this, the Bank of 
Manhattan Co., New York, has cre- 


Continued on page 182 


Amazing Maze .. Workmen erect 


stage, take less than an hour for the 


Ready to Go... Entire stage packs in- 
to this coffin-like box for shipment. 
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You reach steel industry buyers in the living room, too 


When you put your sales messages to the steel industry 
in Biast FuRNACE AND STEEL PLANT, you're literally 
“hitting home’’—every month, nearly half of our readers 
receive and read BLast FURNACE AND STEEL PLANT at 
home, when they can give its pages full attention. 
You're reaching the men in the steel industry who 
authorize purchases, too. BLAst FURNACE AND STEEL 
PLant talks about subjects that arouse their interest 
new methods, current steel plant problems and_ their 


solutions. BLast FuRNACE AND STEEL PLANT gives these 

home-reading steel men information they don’t want to 

miss. That’s why this “Engineering Authority of the Steel 

Industry” gives you ABC audited coverage of: 

@ Over 90% of all steel plant officials with buying 
authority; 

@ Every steel plant in the United States, Canada and 
most foreign countries. 


Why not call or write us for the complete story today? 


BLAST FURNACE AND STEEL PLANT 
IS PUBLISHED BY 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30, Pa. 
Phone COurt 1-1214 
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ated a combination newsletter- 
bulletin which goes to all of the 
company’s 57 offices scattered over 
the metropolitan New York area. 

“The Pipeline from the Advertis- 
ing Department” notifies the whole 
bank system of forthcoming ads and 
promotions. It spells out the best 
use of advertising and promotional 
materials, gives schedules of radio 
and television commercials, reports 
on advertising surveys and research 
and includes such miscellany as ad- 
vertising prizes won and agency 
personnel changes. 

The “Pipeline” is multilithed at 
the bank, to make for low produc- 
tion costs. It appears whenever it 
has important news, which has been 
about six times a month. 

Its readership is estimated at 
100° among bank executives on 
the routing list. When it has news 
of general interest it is posted on 
bulletin boards. 

As a result of the “Pipeline,” the 
bank reports, “the entire staff is up 
to the minute on the bank’s adver- 
tising efforts and accordingly does 
a more effective job in making op- 
timum use of the advertising tools 
it is given.” 


Real Cool. . Mosler Safe C 


, f + n 
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Booklet tells stockholders 
of company’s 1,200 products 

So many products . . 1,200 in all 

are made by E. I. du Pont de 

Nemours & Co., Wilmington, Del., 
that the company has sent an 18- 
page booklet to stockholders telling 
them about it. 

The booklet tells about Du Pont 
products in the food, housing, cloth- 
ing, health, transportation, commu- 
nications and recreation fields. The 
easy-reading text is supplemented 
by numerous pictures. 


How to turn ‘goof-up’ 
into effective promotion 

Here’s one way to turn a costly 
error to advantage. 

Hydraulic Press Mfg. Co., Mount 
Gilead, O., recently discovered the 
listing of its Teaneck, N. J., office 
in the new Manhattan classified 
telephone directory was incorrect. 

The company huddled with its 
advertising agency, Jay H. Maish 
Co., Marion, O., and the phone com- 
pany and came up with a two-page 
leaflet entitled “Somebody Goofed,” 
which used a light touch to tell the 
story of the incorrect listing. 

The leaflet was mailed to cus- 


tomers and prospects in the New 
York area along with a sticker, con- 
taining the correct address and 
phone number, which could be 
pasted into the telephone directory. 


Sales incentive outfit 
sends real gone salesmen 

Ever feel like sending all your 
salesmen off to Timbuktu? 

Well, here’s the outfit that will 
help you do it. It’s an organization 
called International Sales Incen- 
tives, Inc., Cleveland. 

Five travel agents got together 
and formed the thing. According to 
the president, S. T. Allen, ISI can 
help any sales manager who wants 
to boost sales. 

The idea is that the star sales- 
man gets a free trip in payment for 
exceptional performance. ISI ar- 
ranges the trips and helps lay out 
the sales incentive plans. 


Here’s neat promotional touch 
for grand opening of new plant 

Whenever a company opens a 
new plant someone maybe the 
company president, maybe a visit- 
ing senator . . has to cut the wide 
satin ribbon that seals the door. 

Well, Buckeye Tools Corp., Day- 
ton, O., decided to be different when 
that company’s new plant was 
opened. A piece of metal was in- 
serted in the ribbon. And when 
ribbon-cutting time came, company 
president A. G. Lauzon stepped up 
to do the job with a standard pro- 
duction model Buckeye shear. 

Just think what a dynamite man- 
ufacturer could do with this idea. 


‘Prestige board’ spurs sales 
by listing big customers 

A “prestige board” is doing a 
gentle promotion job for Royal 
Metal Mfg. Co., Chicago, maker of 
metal office furniture. 

The “prestige board” is a smartly 
finished bulletin board headed 
“Royal Prestige Installations.” The 
board, which hangs in the com- 
pany’s executive offices, lists big 
companies using Royal furniture. 

The really “big name” companies 
rate a gold star after their names 
on the board. 

“The ‘prestige board’ is a constant 
reminder of the rewards of per- 
sistent sales activity,” Royal presi- 
dent Joseph K. Salomon says. ® 





Here you reach the buying 
influences in the rapidly growing 


field of control and 


instrumentation 


OVER 15,500 PAID SUBSCRIBERS 


These subscribers are engineers and technically- 
trained management men who initiate, specify, and 
approve the purchase of control systems and com- 





ponents. They hold many different titles in a broad 


range of industries .. . they have subscribed to Con- 
TROL ENGINEERING because of their common interest 
in a new engineering science, control engineering. 
This engineering science will bring great benefits to 
all business and industry. 


AN EDITORIAL TEAM 
OF CONTROL ENGINEERS 


The editorial formula for ConTRoL ENGINEERING en- 
compasses reporting, interpreting, and charting de- 
velopments in control across all industry at the sys- 
tems engineering level. Material is directed to an 
audience of engineers and technically trained men. 
To provide these men with the kind of information 
they need in their work ConTROoL ENGINEERING has 
a carefully selected full-time staff of five qualified 
editors. Supplementing their knowledge and experi- 
ence are four outstanding consultants, recognized 
authorities in the field. 


OVER 80 CHARTER ADVERTISERS 


More than 80 firms, seeking to open up new markets 
or to consolidate their positions of leadership in this 
rapidly expanding field, purchased space in the 
charter issue of ConTROL ENGINEERING. Through their 
purchases, these companies indicated their belief 
that ControL ENGINEERING’s readership provides a 
rich market for the control business. Why don’t you 
find out more about how you can reach the buying 
influences in control and instrumentation? Call your 
nearest McGraw-Hill office. 


A McGraw-Hill Publication 


CLOSING DATE FOR 
NOVEMBER ISSUE, OCTOBER 1 





DISTRICT OFFICE PHONES 
Walnut 5778 
Mohawk 4-5800 
Superior 1-7000 
Prospect 7-5064 
Madison 6-4323 
Longacre 4-3000 
Rittenhouse 6-0670 
Douglas 2-4600 


Atlanta 
Chicago 
Cleveland 
Dallas 


Philadelphia 
San Francisco 


ontro| 


ENGINEERING 


INSTRUMENTATION AND AUTQMATIC CONTROL SYSTEMS 
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This is one reason Oy ea 
why, year after year, «Ni cesta on 
Architectural Record 

leads the field in 

Architect circulation 

Engineer circulation 

Advertising volume* 


First Award 1954 — best graphic 
presentation — ‘‘Hotel Copan, 
Sao Paulo, Brazil.’’ October 1953. 


Award of Merit 1953—outstanding Award of Merit 1953—outstanding Award of Merit 1952—outstanding 
graphic presentation—“Building in series of articles—“Philosophy of graphic presentation—‘‘Vacation 
the Tropics,” August 1952. Architecture” (1952). House in Oregon,” July 1951. 





Award of Merit 1954—outstanding 
Original research—“Guns and But- 
ter and Babies,” November 1953. 


First Award 1951—best single issue 
—October 1950 issue featuring 
“Mental Hospitals and Schools.” 


The bnerican Ipstilule of Apehilecl 
SApchileclaral fournalam Sfwards 1953 
Sot. hound Claw 
Hhologra ad of \avcte leclaral 
sibjeols publsted wn — 
Z Vlog rafsher- é yra , Holler 
- eb lished, 4 ahuiliohwad Reve rd 


ty 


be , Onencan ‘ Spstilule of ‘Oechlech 
Apchilectural, “fournalom wards 1953 


ial Nord Claws 3 
Aplecles an frroferse mal 


archulectural. ALS 
* Ylhor « helro: e aaschee 


Sallished hy Architectural Necc rd 





First Award 1954—‘“‘Best photograph of an archi- 
tectural subject published in a magazine” — 
American Institute of Architects’ Competition. 


Eighteen of these 31 editorial awards have come 
to Architectural Record since 1951 (four of 
them this year), including thirteen awards in 
Industrial Marketing’s Annual Business Paper 
Editorial Achievement Competition—a record 
unmatched by any other magazine. 


Architectural Record is proud again to be 
honored this year by the judges of Industrial 
Marketing’s editorial competition for best graphic 
presentation and outstanding original research— 
two aspects of editorial content of greatest 
importance to architects and engineers. 


Architectural Record’s many editorial awards 
strongly confirm the judgment of... 


First Award 1951 — best graphic 
presentation—"Architecture in Ha- 
waii,” October and November 1950. 


First Award 1954—‘‘Best article in a professional 
architectural magazine’ —American Institute 
of Architects’ Competition. 


Architects and engineers who have steadily 
voted Architectural Record their preferred 
magazine in 58 out of 65 readership studies 
SPONSORED BY BUILDING PRODUCT MANUFACTUR- 
ERS AND ADVERTISING AGENCIES and... 


{dvertisers who year after year place more 
pages of advertising in Architectural Record 
than in any other architectural magazine 
14% more thus far in 1954! 


Put the workbook of architects and engineers 
to work for your sales force. You will reach more 
architects—and more engineers—at the lowest 
cost per page per thousand. And your coverage of 
over 85% of all architect-designed building is 
documented by Dodge Reports. 


F.W. DODGE 


119 West 40th Street 
New York 18, N.Y. 
OXferd 5-3000 


CORPORATION 


Architectural 
R e c 0 Ir “workbook of the 


active architect 
and engineer” 








W HOME OF 
U. S. E.'s LONG- ESTABLISHED RESEARCH LABORATORY, METUCHEN, N. J. 
COMPLETED JUNE, 1954 
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Hewes whore the USE Guanmee, 
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When, in 1921, U. S. E. established its own Research Laboratory, 
it inaugurated in the envelope industry a new era of scientific 
quality control which is the basis for the U. S. E. Guarantee. 
Now, in 1954, the Laboratory has a new home, complete in 
every detail. Precise specialized tests are conducted in rooms con- 
structed for the purpose, with temperature and humidity exactly 
controlled and recorded. Solvents and inks are stored in spark- 
proof safety rooms with blow-out windows. Experienced tech- 
nicians have improved instrumentation with which to continue 
their never-ending task —to make sure to make better every 


U. S. E. product. 
Le lend these Doors 


. the word “finis” is never written. 
Here Research is a continuous living 
thing. Papers are tested and retested 
—for strength, opacity, moisture- 
regain, whiteness, permeability .. . 
Raw materials, inks, plasticisers — 
all are analyzed. Gum formulas are 
established and checked, envelope 
gums are manufactured to precise 
specifications . . . 

Because the U.S.E. Guarantee has 
its roots in quality that can be 
proved, it pays to specify U.S.E. 
Envelopes. 


a WORLDS 
_ 


£-6 


UNITED STATES 
ENVELOPE COMPANY Springfield 2, Massachusetts 


15 DIVISIONS FROM COAST TO COAST 
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Agency changes. . 


Spencer Hill . . formerly vice-president and 
reative direct r K { Pietersom- 
1amed t 

Jetroit. 
George C. McNutt Advertising . . Oakland, 
val., has the following new accounts: 


and 


Benton & Bowles . . New York, has made 
the following appointments: Bruce Allen, 
advertising and sales promotion 
1ger for Zonite Products Corp., has 
een named an account executive; George 
Brown, formerly of J. Walter Thompson 
has been named an account execu- 
William H. Fitz Simmons, formerly 
1 Needham, Louis & Brorby, has been 
ned an associate account executive, 
1 Craig Campbell, 
CG has joined 


Warner & Todd. . St. 


been named 
Air Products, 


of aircraft 


Edward G. Ball . . has been elected vice 
president, Mathisson & Assoc., Milwaukee. 
Ralph Henkel will assume Mr. Ball's for 
a ae oe _ 1gency. 


sepsis Finlay, Marley & conan an 
1 handle advertising for Ber 
] manu 


lipment. 


Dr. Charles H. ngewe . » professor of 
advertising at the Univ ity of Illinois, 
has been named staff consultant of Mar- 


steller, Gebhardt & Reed, Chicago. 


Dorothee M. Schultz . . has been named 
account executive, Russ Green Advertis- 


ing, Vetroit. 


Mariva Industrial Advertising . . Spring 
field, O., has been named to handle ad 


vertising for Carey Electronic Engineering 


, Springfield. 


Denham & Co... Detroit, *as been named 
agency for Hydra-Feed Machine Tool 
orp., South Norwalk, Conn., and Fern 


jale, Mich. lathe manufacturer. 


Edward L. Segrist . . formerly manager 
f the Kansas City branch of Bozell & 


Jacobs, has been named vice-president and 











account executive, Rogers & Smith, Pott 


n 


iurnpuill 


Kansas City, Mo. 
William J. Williams Advertising Agency . . 
Kalamazoo, Mich., has been purchased by 
N. Baird McLain. There wil! be 


under the new management. 


no changes 


Guerin, Johnstone, Jeffries . . is the name 
of the new Los Angeles advertising agen- 
cy formed by the merger of Crossley and 
Jeffries, and Guerin-Johnstone, Los Angeles 


agencies. 
. Akron, O., 


Chrisman & Associates . is the 


name of a newly formed advertising agen- 


*y. Directors of the new 
Lowell G. Chrisman, 
Wiseman, office 


Fox, Jr., copy director. 


company are: 
Virginia 
William 


president; 


manager, and 


E. Clayton Welch .. has joined Walter B 
Snow & Staff, Boston 


ecutive. 


as an account ex- 


« formerly vice-presi 


Stanley L. Berkebile . 
in charge of 
Canton, O., 


tive for 


ecut 


jent sales, Hall’s Safe Co., 


has been named account ex 


Penn and Hamaker, Bedford, O 
George F. Walsh Advertising Agency . . 
Vineland, N, J., the new 


Springfield Coated Paper Corp., 


has following 
accounts: 
Camden, J, and Glidden Coating 


Pitman, N. 


- New York, has 
agency for Fed 
eral Paper Board Co., Bogota, N. 


of folding boxbo 


Smith, Hagel & Snyder . 
been named advertising 
J. manu 
facturer ard. 
New 


Danford, 


~ 4) + 
Castle, rd. 


Danford & Eubanks . . 


has changed its name t Inc. 


Gaynor & Co. . . New York, has been 
named to handle advertising for Mycalex 
of glass 


Corp., New York, manufacturer 


bonded mica products. 


Ritter, Sanford & Price . . New York, has 
agency for Arthur Tickle 


Brooklyn. 


been named 


Engineering Works, 


with 
Cleveland, has 
New York, as 


Cornelius Van Duyn formerly 
Meldrum & Fewsmith, 
joined G. M. Basford Co., 


an account executive. 


has 
for 
Cal., 


designer and manufacturer of analytical 


Wyckoff & Adkins . 


handle advertising 


- San Francisco, 
been named to 
Berkeley, 


Hallikainen Instruments, 


instruments. 


Robert C. King . . 


pianning 


form lk } the ady | 
formerly in the adver- | 
' 


tising and sales departments 


Frigidaire Div., General Motors, 


and Gen- | 


eral Foods, has been named account exec 
utive and member of the plans board of | 


Wyckoff & Adkins, San Francisco. % | 


Your TOP Engineering Market 


The AMERICAN ENGINEER 


reaches 


more Registered Professional Engi- 


neers than any other 
Here is your TOP engineering market 


TELL THEM 
AND 

SELL THEM 
IN THE 


magazine. 


78.4% buy or specify. A mar- 


ket of influence so extensive that it 
penetrates all phases of industry. 
The Registered Professional 
neer’s counsel is sought on processes, 


methods, equipment and materials 


American 
Lngineer 


— from basic research through de- 
sign, development, manufacture or 
construction. 
decisive voice in buying or specify- 
ing. 


In each step his is a 


The magazine of the Registered Professional Engineer 


CIRCULATION OVER 33,000 
THE READER 


His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as Owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES 
DEPARTMENT HEADS 
OWNERS OR PARTNERS 
SECTION HEADS 
SPECIALISTS (Industrial) 
OTHER 


25.7% —8,481 
23.3%— 
12.8%—4,22 
12.2% —4,026 
11.8%—3,894 
14.2% —4,686 


100%—33,000 


His Earnings... 


A salary survey of AMERICAN ENGI- 

NEER readers substantiates their responsi- 

ble positions, as shown by these figures: 
10% earn more than $17,190.00 
25% earn more than 10,980.00 
50% earn more than 7,850.00 


He Supervises... 
According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Advertising Increases: 
Jan-May 1954 over same 


to help you sell the TOP Engineering 
send for: 


lomal 


[] MARKET AND MEDIA INFORMATION 
] A STATEMENT BY THE EDITOR 
[] INCOME AND SALARY SURVEY 


PRODUCT SURVEY 


— 78.4% BUY OR SPECIFY 


THE MAGAZINE 
Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation... 

The circulation of over 33,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
75,000 readers per issue. 


1953 over 1952 — 28% 
period of 1953 — 72.9% 


Market 


(NIAA) aw 


AMERICAN ENGINEER 


Official Publication 


Nationai Society of Professional Engineers 


1121 15th St., N.W., Washington 5, D.C. 


September 1954 /187 





New tax law promises kinder treatment. . >: 


which maintain heavy and fairly 
uniform rates of research expendi- 
ture from year to year as it will to 
small companies whose expenditures 
vary from year to year. In years of 
heavy expenditures the small com- 
panies have seldom been permitted 
to class such outlays as expense. 
They tended to have their outlays 
capitalized, which required spread- 
ing the tax deductions over a long 
period of time. When there were 
losses they were difficult to estab- 
lish. When the projects were suc- 
cessful it was difficult to establish 
the “useful life” of the product in 
der to amortize the development 
costs 

The old law was confused and in- 
consistent. Some cases held that re- 
search and experimental costs had 
to be capitalized and could not be 
written off as expense. Other cases 
denied taxpayers the right to capi- 
talize research and experimental ex- 
penditures where the taxpayer had 
established a long practice of charg- 


ing them off yearly as expenses. 

Actually, the Bureau did allow 
either method . . annual charge-off 
or capitalization as long as the 
taxpayer was consistent. Neverthe- 
less, the new law, according to the 
Scientific Apparatus Makers Asso- 
ciation, “abolishes the uncertainty of 
the taxpayer by codifying proper 
treatment of research and experi- 
mental expenditures.” 

Therefore the law has three prin- 
cipal effects: 

1. It provides a taxpayer with 
certainty that he may either charge 
off or capitalize such expenditures 
without fear of challenge by the 
commissioner. 

2. It permits amortization of the 
charges over as short a period as 
five years instead of over the useful 
life of the patent or improvement 
involved. 

3. By permitting clear-cut choices, 
it provides tax advantages which 
should result in more money being 
available for purchases or for profit 


Contractors and 


Engineers 


magazine of modern construction 


It must be remembered that land 
or any depreciable property will 
still be treated as other industrial 
property. It cannot be considered 
current expense. However, there is 
a special provision in the new code 
providing that depreciation on 
equipment used in research and ex- 
perimental work may be considered 
a research and experimental ex- 
penditure. This permits, instead of 
an annual expense charge for de- 
preciation, a deferred charge treat- 
ment for depreciation. 

In a given situation this could 
prove very valuable to a taxpayer 
who anticipates dramatic increases 
in future earnings and thus desires 
to postpone his expenses. In most 
instances, such a taxpayer would 
not want to depreciate his equip- 
ment at a rapid rate but at a slower 
rate. 

What will be the effect of these 
new provisions on research and de- 
velopment expenditures? 

It will help increase them, most 
everyone agrees. 


Small Business Aid . . Dr. Harold 


VA 


aM 
A) 











M. Dudley, executive secretary of 
the American Council of Independ- 
ent Laboratories, Inc., says, “It will 
be helpful to expense payroll and 
material costs. Small manufacturers 
and independent laboratories should 
benefit.” Dr. Dudley believes many 
firms hitherto have been uncertain 
or unaware of tax procedural pos- 
sibilities. It will help salesmen to 
know of these tax advantages. In 
some cases postponement of taxes 
can be a considerable advantage. In 
other cases it is desirable to pay 
taxes sooner. 

Growth industries will be most 
affected by the tax provisions. An 
example is the chemical process in- 
dustries, where provisions for faster 
write-off of equipment and putting 
research on a current expenditure 
basis will team up to increase 
growth .. and consequent industrial 
purchases. 

“The write-off liberalization in the 
new tax law should encourage, to 
an even greater extent, business and 
financial investors to go ahead with 
needed plant capacities to produce 
the new products constantly pouring 


out of research,” says Merald Lue, 
advertising sales manager for Amer- 
ican Chemical Society publications 
under the advertising management 
of Reinhold Publishing Corp. 

“Some resulting products are sub- 
stitutes and some are entirely new, 
but most involve new processes and 
heavy buying of new equipment to 
be wrapped around the processes . . 
typical new developments in nuclear 
energy, atomic development, liquid 
fuels, petrochemicals, antibiotics, 
synthetic fibers and whatever is just 
around the nearby corner.” 


More Sales? . . The new tax write- 
offs apply only to new construction 
and equipment and not to second- 
hand properties. Actually, the chem- 
ical process industries invest about 
60° in new plants, equipment and 
modernization as opposed to 40% 
for replacement. This should all 
mean more sales for the CPI. 

The sales manager of a Chicago 
research company, speaking confi- 
dentially, doesn’t agree. “Off the 
record,” he said, “it’s my honest 
opinion that these companies are 


going to buy equipment for research 
anyway, and they aren’t going to 
increase their sales as a result of 
the law. The only reason they’re in- 
terested is that it’s going to give 
them more profit.” 

Certainly the money will be avail- 
able for something. Paradoxically, 
within this sale’s manager’s own 
company the comptroller had di- 
ametrically opposed ideas. “We our- 
selves feel that from a standpoint of 
purchasing we are already inclined 
to buy more because of the faster 
write-off,” he declared. 


Pushes New Research . . Thomas 
Mints, president of E. H. Sargent & 
Co., chemicals and laboratory sup- 
plies manufacturer, declares: “This 
should encourage more research . 

no question about that. It should en- 
courage many firms which had no 
research programs in the past to 
launch into such programs. That’s 
self-evident. How much 
there will be, though, is anybody’s 
guess. Some of the big firms have 
always written their research off as 
current expense. Others that got a 


ontinued on page 19( 


increase 


BIG TIME OPERATOR UNDERWATER 


ContTrRAcToRS AND ENGINEERS field 


A much needed new bridge is under con 
editors work that way, too. They doa big job 
of inconspicuous digging but come up each 
time with a wealth of pay dirt — more job- 
written articles with more pictures than any 
other monthly Magazine in the construction 


field. 


CEE covers the construction field from 
the field to give its readers authentic material 
that builds and maintains both readership 
and reader confidence. And advertisers, as 
always. have followed readers with the result 
that year after year Contractors AND 
ENGINEERS Carries more advertising accounts 
than any other construction monthly, 


struction five miles upstream from Charleston, 
South Carolina. The approaches called for a 
total of more than 4,700 feet of gradually rising 
roadway. For the construction of these ap- 
proach embankments the Norfolk Dredging 
Company of Norfolk, Va., brought in the 
110-foot Ellicoit dredge Charleston. 


Dredges are “‘under-cover operators”. 
Little to see on the surface. If you want to 
know what they're accomplishing, you have 
to follow up the pipe line to where the output 
is being unloaded. 





Contractors and 
Engineers 

magazine of modern construction 
470 Fourth Avenue, New York 16, N. Y. 
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No. 1 MAGAZINE 
OF LATIN AMERICAN 
CONSTRUCTION 


@ The only magazine in Span- 
ish covering the entire Latin 
American engineering and 
construction industry. 


The magazine specifically 
edited to the requirements 
of men who plan, design 
and execute the construction 
jobs of Latin America. 


Represents a market of more 
than $150 millions a year to 
U. S. manufacturers selling 
in Latin America. 


The magazine whose reader- 
ship constitutes a select audi- 
ence — men who make or 
influence purchase decisions. 


The only export magazine in 
its field with membership in 
the Audit Bureau of Circu- 
lations. 


mie | a 
D: 
i A McGRAW-HILL @ 

INTERNATIONAL PUBLICATION 


330 West 42nd St.,. New York 36, N.Y 
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New tax law is kinder 


But I'm 


sure the mine run of research and 


patent had to capitalize. 


development has been written off 
currently. The new law will give an 
incentive where business is good 
and has keen competition to spur it 
on.” 

That the provision will help small 
companies more than large was em- 
phasized by P. J. Lauer, comptroller 
for the Armour Research Founda- 
tion. “The smaller companies which 
have had to capitalize particularly 
heavy expenditures will be aided 


materially,” he said. “Maybe they 


would spend $50,000 in one year and 
$500,000 in another. The heavy ex- 
penditures on a specific project gen- 
erally had to be capitalized.” 

There is general agreement that 
research and development expend- 
itures will be greatly encouraged by 
the new law. But men in the field 
are quick to point out the many 
other variables affecting research 
investment. 

And it that the 
write-off of equipment and plant 
will help the research and develop- 
ment business even more than the 
provisions of Section 174 which ap- 
ply specifically to the field. ® 


appears faster 


® MINING IS ANOTHER industry that 
comes in for favorable treatment 
under the new tax law. In addition 
to the liberalized depreciation al- 
lowances shared by all industries, 
mines get special benefits: 

1. Depletion 
creased up to 23° of the gross in- 


allowances are in- 


come received from some 30 strate- 
gic minerals, including uranium. 
Notably absent from this group are 
copper and molybdenum. It is im- 
portant to note, says George O. Ar- 
gall, Jr., editor of Mining World, 
that percentage depletion is allowed 
with respect to ores of the various 
metals. Many of these ores contain 
by-products which are recovered 
during processing. “Apparently un- 
der the new law all the gross in- 
come from these ores will be allow- 
able for percentage depletion,” he 
says. Depletion will also be allowed 
later recovered from 
slag piles or tailings. Taxpayers may 
combine properties in figuring al- 


on minerals 


lowances. 

2. An important modification of 
the law broadens the definition of 
what ordinary treatment processes 
are. In general, nonmetallic minerals 
such as talc, magnesité and phos- 
phate rock will benefit most from 
this provision. “There is a very def- 
inite incentive to expand plant proc- 
essing of minerals under this sec- 
tion,” says Mr. Argall. 


3. Exploration expenditures which 
may be listed as current expenses 
have been increased from $75,000 
per year to $100,000 per year. Or the 
taxpayer has the option of deferring 
these expenses and deducting them 
proportionately as the minerals are 
sold. 

4. Other carry-back and carry- 
forward provisions have been modi- 
fied to the benefit of the industry. 

“Increased depletion allowances 
will, quite often, permit miners to 
mine lower grade ores, increase pro- 
duction, allocate additional sums for 
exploration, and improve plant fa- 
cilities,’ declares Mr. Argall. In ad- 
dition, the themselves 
will cost the treasury more than 
$35,000,000 per year in direct tax 
losses. All of which represents ad- 
ditional net income to mine opera- 


allowances 


tors. 

What will be the real effects of 
this law on the mining industry and 
on the purchases of capital goods 
and equipment by mines? 

There won't be an 
surge of new capital into mining. 
Effects will come gradually as po- 
tential investors become convinced 
of the permanence of changes and of 
their long term value, according to 
Robert H. Ramsey, editor of Engi- 
neering & Mining Journal. 


immediate 


“The shift in handling deprecia- 





tion is of the greatest significance to ‘ ws 
large mining operators,’ Mr. Ram- ge ' This basic idea should 
sey says. “Big companies applaud - se 7 - be an important part 


the boost in rates for depletion al- 
lowances although this means little , a of your sales plans 
to hard-pressed lead and zinc pro- 
ducers.” 

“The chief beneficiaries,’ Mr. 
Ramsey believes, “are uranium min- 
ers whose enthusiastic expansion 





Get full details from 

S. D. WARREN'S message 
‘ a ; , et 4 for September. It appears in 

plans will certainly be aided im- ; ues U. S. NEWS & WORLD REPORT 
mediately by the new tax provi- | | -_ , for September 3, 
sions. The fastest growing and by no _ | _ : THE SATURDAY EVENING POST 
means the smallest market for min- 7 ) for September 11 
ing machinery in the U.S. today is and in BUSINESS WEEK 
the Colorado Plateau area. But the tog Segeeeher™ 
law gives long term encouragement 
to the rest of the industry.” 

Small mining companies, says Mr. 
Ramsey, will benefit most from the 
increase in allowance for financing 
exploration costs from $75,000 to 
$100,000. “Such an increase means 
little to large companies but will en- 
courage exploration by _ smaller 





groups.” 

Though this $25,000 increase isn’t 
likely to start any spending sprees, 
according to John C. Fox, editor of 
Mining Congress Journal, “it should 
encourage more of the few people 
who still have that kind of money to 
invest it in mining exploration proj- 
ects and thus in the long run may 
have a profound effect on our econ- 
omy.” 

Mr. Fox takes a less optimistic at- 
titude toward the benefits of the in- 
creased depletion allowances than 
does Mr. Ramsey. “You have to 
make a profit before they can be 
applied,” he says. “If mining com- 
panies can begin to make a profit, 
then the so-called ‘liberalized’ per- 
centage depletion allowances will be 
a big help. Until then they are only 
a promise. 

“The methods of calculating de- 
preciation allowed under the new 
law should help step up equipment 
sales. With this in mind, members at 
of the American Mining Congress’ | eg Be HP goston 
Manufacturers Division are contin- | ne L Yet of your Dane. supe? x ~ perter One. dredth flonive rs, 
uing, and perhaps intensifying, their ae mye minor YOM ; a, 
efforts to provide the mining indus- 
try with the best equipment and 
supplies. Their plans include many 
new items designed to cut mining 
costs and thus permit mining com- 
panies to make a profit against 
which they can apply the ‘liberal- 
ized’ provisions of the new tax bill.” ES 
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Safety men have a strong veto power 
in the purchasing of maintenance 
and materials handling equipment. 
They can also be your greatest allies 
in insisting on installation of mod- 
ern, efficient procedures... effect- 
ing safer working conditions. 
That’s because roughly 35% of all 
safety problems are basically prob- 
lems of good maintenance and ma- 
terials handling. 


SAFETY MAINTENANCE and PRODUCTION 
presents you with an audience con- 
ditioned to think of safety and main- 
tenance as a package. 

It consists of safety men, mainte- 
nance officials, plant operating offi- 
cials and company executives. 

Sell them on the safety features of 
your product and half your fight is 
won. For SM&P’s readers think in 
terms of teamwork — all hands have 
to approve before a product is 
ac cepted. 

And since this group has the pur- 
chasing power in more than 15,000 
separate plants, it’s worthwhile get- 
ting on their side of the bars. 


IMPORTANT FACTS ABOUT SM&P 

COMPLETELY PAID CIRCULATION... 
assuring you of readers’ interest 
and response. 

GROWTH . . . circulation has in- 
creased 32% in the past three 
years ... giving you a constant 
saving in per thousand rates. 

INQUIRIES . . . increased 52% in 
the first six months of 1953 
over the corresponding period 
in 1952., 


Safety 
Maintenance 


and Production 


America’s Pioneer Magaz-ne in its Field. 
An Alfred M. Best Co., Inc., Publication 
75 Fulton St., New York 38, N. Y. 


Atlonta Cincinnotti 
Boston Dallas 
Chattanooga Los Angeles 
Chicego Richmond 
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The client .. God bless him 
. . knows ads that sell goods 


Follow his lead and learn how to be a good adman 


By Frank G. Comstock 


® AS A COPYWRITER of some (I won't 
say how many) years sitting, I wish 
to remark and my language is 
plain .. that for ways that are dark 
and for tricks that are vain (thank 
you, Bret Harte) copywriting is not 
so peculiar. 

I am constantly being confused, 
having a simple mind, by scholar- 
ly discussions of “copy” as an eru- 
dite art, or some special kind of 
writing. I read with wonder about 
the psychology of different “ap- 
peals,” the frequency of varied key 
words, impact, and other factors 
that seem to make writing adver- 
tising a mystic craft to be practised 
only by initiated literary Rosicru- 
cians. It would scare hell out of me, 
except I’m like the man who sud- 
denly discovered he'd been talking 
prose all his life. 

Just think! I've been making a 
fairly good living actually writing 
copy all these years, and didn’t half 
appreciate myself! And what’s more, 
no one ever taught me how. Experts, 
that is. All I know is what I’ve 
learned from that whipping-boy of 
advertising . . the client. 

Cited and Excited . . Right here 
I'll say that I’m distinctly not in the 
class of boys who visualize and 
write those ads that make history 
and get awards and are reproduced 
as “the best of the year” in the 
trade papers. The only times I get 
my ads so reproduced, they gen- 
erally are cited as outstanding ex- 
amples of the worst ads of the year. 

I clipped one such article and 
sent it to the client. His reply was 
fast, fiery and unprintable. But I’m 
still writing his ads; he’s selling his 
goods; and he’s happy. What’s 
more, he doesn’t want anyone else 
to write them, except maybe a per- 


ennial “10-year-old boy” who regu- 
larly comes up with a “real idea” . . 
which “why didn’t you have?” 

I’ve never met the foul little kid. 
I sometimes think he really doesn’t 
exist . . the client just created him 
to keep me on my toes. Or maybe 
it’s his wife who does it. 

What I want to say, is, that all 
this I read about the client being a 
poor dumb ox, or the sales manager 
not really knowing what is good 
advertising . . just gives me a pain. 
As one who has been officially 
listed among the world’s’ worst 
copywriters, I now beg to differ. 


Face Facts, Friends . . With that 
in mind, let’s all take off our coats, 
roll up the old sleeves and face the 
fact that what advertising’s gotta 
do is (A) Sell Goods and (Z) Out- 
sell competitors. Period. 

That’s all any healthy-minded 
space-buying client wants. He pays 
good money for space. He wants 
returns for his space. He’s more 
space-conscious than Flash Gordon 
and Captain Video put together. 
Space rates go up... up.. UP. So 
space has to sell more goods. I 
don’t want to be sordid, but them’s 
the facts, boys. 

Let’s not argue too much about 
fancy copy research, “tricky” lay- 
outs or “punch” headlines. Find out 
from the client what the client 
wants to say and say it for him. 
Because a man who really has 
something to sell, and has been out 
and bucked competition and sold, 
is a man to be listened to respect- 
fully by any copywriter. 

Maybe he doesn’t talk English so 
good (the client, I mean). I’ve met 
so many brainy lads who look dis- 
tastefully down their long aristo- 
cratic noses at a client who comes 








in all sweaty from the factory floor 
and “moiders” the English language 
while he tells them about his prod- 
ucts and his problems. 


Get Out and Get Mucky .. I used 
to be that way myself. It was so 
much more fun to sit down to our 
expense account lunch in a refined 
atmosphere and theorize, instead of 
getting my nice suit all mucky and 
my shine scuffed up poking around 
a greasy machine to see how the 
hell it works better than someone 
else’s. 

Boy, how sore I used to get when 
some coarse sales manager who, en- 
tirely without my help, had boosted 
sales from zero to 2,000,000 or 3,- 
000,000 widgets, would look at my 
pretty, pretty ads and tell me they 
stunk. My soul used to curl up 
around the edges when some 
money-minded lowdown ape would 
read about six words of my flashing 
copy and inquire what the so-and- 
so I was trying to say. I recall the 
pithy advice one such lad gave me 
when I began defensively: “What 
I’m trying to say is . .” To which 
he snarled: “Then why the from- 
here-to-eternity don’t you say it?” 


Client Knows Best . . So, what 
I’m saying is the simplest of all 
advertising secrets. You can’t get 
away from it. The client knows best 
about his own business. But many 
times he’s inarticulate .. meaning 
he can’t get it out right. He can get 
it out, sure; but he doesn’t know 
how to get it down on paper. That’s 
the whole job of copywriting, no 
matter how fancy you dress it up. 
The copywriter is called in solely 
as a medium, a translator, not as 
the great creative mind. Not that 
you can’t be creative; but if you 
don’t create sales . . never mind. 

The client knows his business. 
You're supposed to know yours. 
Yours is to present his story to the 
public in terms of why they should 
buy his products, not someone 
else’s. It’s so simple many great 
creative souls just can’t grasp it. 
Especially after a course in mass 
psychology, or something. 

One time early in life I wrote a 


swell ad all full of fine words, for 


a client who made big, dirty ditch 
diggers. Among other things, I used 
the word “sophistry.” The “Old 


Continued on page 194 
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- Creative Selling Begins : 
_with Uncluttered Minds” 





Oe te ee eS 


HEINN “Grn? 


Do Your Salesmen’s Remembering” 


r* 


Freed of cluttering detail, a salesman’s mind 

is likely to be a clear one. Such a mind can at 
concentrate on creative selling —a new sales fe OLTiTE 
argument, a new idea for a customer, a spe- Ce RS 
cial service that leads to extra volume. 


That’s why it’s important to let Heinn 
custom-styled binders for catalogs and 
manuals do your salesmen’s “remem- 
bering.” All selling material stays up 
to date and in sequence, and Heinn- 
planned indexing helps salesmen find 
the right answers in three seconds. 
They begin to make sales quotas! 


Thousands of companies now enjoy 
Heinn service. They could tell you 
about sales increases, lowered sales 
costs, reduced sales correspondence, 
savings on print jobs, and better im- 
pressions on their trade. Some of these 
contented customers now rely on the 
Heinn home office for help in planning 
catalog content. 


WHERE'S THAT 
# I> 71@ SHEET ? 


He'd find facts in 
three seconds with 
Heinn indexing, 





Representatives in 
Principal Cities 


PROBABLE 
* Please give us facts about aquanrtity 
binders and indexes for 
PROBABLE 
SERVICE, INSTRUCTION, QUANTITY 
PROCEDURE MANUALS SAMPLE 


CO CASES 
SALES MANUALS SALESMEN'S 


7 CASES 
_| PRICE BOOKS 
EASEL PRES 


[| PARTS BOOKS ; sistemas 


Em ACETATE 
TITLE ‘ [ ] CATALOGS ENVELOPES 


aes oa : a : MERCHANDIS- SPECIAL SELL- 
FIRM ING KITS ING TOOLS 


ee PROPOSAL 
ADDRESS SHEETS 


ass tnmaree [_] Have your representative call, 
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A Common Sense 
Approach to 


DISPLAY 
PROBLEMS 


Dell Flex-O-Units are pre- 
fabricated display sections — 
panels, platforms, signs, 
shelves, platform legs. They’re 
made in a variety of sizes, 
shapes and colors, so that an 
infinite number of combina- 
tions and any type of exposi- 
tion booth can be made from 
them. They’re a fine way to 
dress up a store interior too. 


18 Ft. Display. Price $437.90 


When you have our folder 
showing sizes and prices, you 
can design your own display— 
actually cut out scale models 
of the panels and try them in 
a number of combinations. Or 
if you like, we'll submit a 
sketch based on your product, 
at a nominal fee. Flex-O-Units 
are made as well as any dis- 
play on the market. Their low 
cost is due to the fact that the 
individual units are mass pro- 
duced. Just look at this sketch 
of an eighteen-foot booth and 
compare its cost with what 
you're used to paying. 


FOR FOLDER 


dell 
Fhe OM, 


R 


WRITE FREE 


DEALERSHIPS AVAILABLE 


dell displays, inc. 


CHICAGO 
1017 W. Washington St., MOnroe 6-0781 


LOS ANGELES 
612 So. Dunsmuir St., WE-5-9448 
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The client knows ads 


Man” himself spelled through the 
ad and then said: “Damned if I 
know what it’s all about, but it 
sounds good. I'll take it.” It took 
me a lot of years to see that the 
“Old Man” just didn’t want to admit 
he didn’t understand it. He trusted 
me, just like I take the word of a 
modern painter that his godawful 
daubs are art. 

I wish I could write that ad all 
over again for the “Old Man,” who 
incidentally went on to make an- 
other million, in spite of me. I’d cut 
out the fancy words and arty layout 
and just show the big machine all 
tell 
how 


mucked and people 
fast it and what 
and where, and maybe quote Joe 
Antonio, the 
what a fine machine he thinks it is, 
and why. All in one and two sylla- 
ble words, like they talk on the job. 


up 
digs and 


shovel 


Stop Dreaming . . Every time I 
read where experts say “the adver- 
tiser is the least intelligent person 
about advertising,” I boil over. Like 
a fox, he is. The man who makes 
and wants to advertise 


and sells 


some widget that is in no-holds- | 
barred competition, can teach you | 


more about advertising in one sec- 


ond than a psychologist can brain- 


wash into you in a year. 
And that’s where 
like I said before. Your job is not 


you come in, 


to dream, not to create what isn’t | 
there, not to patronize, not to mys- | 
tify. Your plain job is to get into| 


the guy’s skin and his plant and his 


widget and his competition and in| 


plain language sell like hell on 


paper. Your job is to get the client | 


to tell you all he knows, give you 
all the building blocks, and then 
you use them with what sense God 
you to get 

“We've 


the customers to 
that 


gave 


say got to have 
product!” 

You can’t do this by pulling that 
copywriter-defending-its-young 
stuff. You can’t have private ‘“con- 
victions” of your own. Convictions 


ain't worth a_ hoot-in-ell unless 
they're convictions that the product 
youre writing about is tops, and 
that your life depends on getting 
that across. 

| You'll never run out of copy 


how | 


runner, about 


is the nation’s 


FASTEST GROWING 


- HOSPITAL - 
MARKET 


FOR SUPPLIES... 
Southern hospitals are 
spending annually .. . 
more than $275 million 


NEW CONSTRUCTION 
. . . New facilities now 
building or planned total 
more than $300 million 


STILL NEEDED... Just 
to catch up with present 
needs will require... more 
than $1 Billion in new 
hospitals and facilities 








FOR 100% COVERAGE 


of this vast Southern market of 15 
states and the District of Columbia 


TT a 


Kae 


SOUTER S 
H0S7TOS 


As the official publication of the Southern 
state associations and of both the South- 
eastern and Virginia-Carolinas Conferences, 
Southern Hospitals enjoys the respect of 
Southern institutions and the people who run 
them. Edited and published by Southerners 
for Southerners, readership comes naturally! 


CLARK-SMITH PUBLISHING CO. 


218 W. Moreheod St., Charlotte 2, N. C. 


Southern 
journal 








ideas if you listen with your mouth | “4 

shut and your mind open to the a fi 
man who believes he’s got the best 3 ‘3 ma e or 
damn product ever, and whose 


livelihood depends on so selling it. ' .- handling 


You'll never get ulcers over “im- : ‘A 
pact” if you hit hard with the plain r™ ¥ , 4 ] 

facts that make readers reach for ; materia sg? 
their pocketbooks, because they’re 7 * . 

convinced it’s to their interest and ie d like 


benefit to buy. 


Truth is Not Enough . . That’s the ‘ | —. to know 


truth pure and simple. But, as one 
great publicity hound remarked, al b < | 
“the truth is seldom pure and never a out I: 
simple.” That’s right . . it’s not. 

Pure recital of truth is not the | | a Maximum efficiency in han- 
— we. ® nena mean, dling materials in steel plants 
it's not good advertising. That's an- oe is the constant aim of men 
other part of your job. . to do what ho os - / ama Peat “ee 
the client can’t do . . to phrase the bus like ee — mee he ie igi 
facts #0, as the funny old saying | — — materials handling operations. You 
goes, they'll “forcefully attract fa- 
vorable attention.” But go easy on 
that forceful stuff. The mags bulge 
with forceful ads; but how many 
make you want to buy? | j r 

But this isn’t about how to write | _— burgh 22, Pa. 
advertising. It’s a plea for..no.. | 
it’s a statement. It’s a statement that | 9 sei the Steel Industry ... Use the IRON and STEEL ENGINEER 
the client, the “Old Man,” the sales — ——. — 
manager, the salesman . . these are 
the boys to listen to with a humble 
heart. 


Just Sell, Son . . You won't need What's “flow” — 
copy research if you research the 
client’s sales problems. You needn’t 
worry over cliches if you clutch the 
guts of his worries and sales resist- 
ance. You're an artist as a copy- ‘ 

writer only as you learn the art of commerce? It Ss men and mate- 
seeing yourself as part of a sales 
effort, not a detached and patron- rials and machines moving to- 
izing expert. It took me more years 
than I like to admit, to discover 


why most of my “best” ads were gether to make production. Add 


never printed. The reason was just 


h hould h itten | a 
ee © eee eae eee some controls — call it “automa- 





can contact us regularly, to tell us 
and sell us through your advertising 
in the publication we read every 
month—the Iron and Steel Engi- 
neer, 1010 Empire Building, Pitts- 








in industry or 





them. 
So don’t worry if you never make 


the ten top ads of the year. Don't tion” ... if you wish. It's still the 


be downcast if you’re cited as the 


world’s worst copywriter and they same FLOW that FLD W has 


laugh when you sit down at the 
ee called it for the last ten years! 
cites you and what he’s got his 
sights on. If it’s sales he’s after, and 
your ads sell goods, you're doing 
a good job, and a tough job, and iow 1240 Ontario Street © Cleveland 13, Ohio 
you're a good copywriter, my son. 

+ 
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FLOW is... 

the timed, continu- 
ous movement of raw material to 
a finished product in industry. In- 
clude automation, controls and 
systems ... if you wish — they 
are divisions of that FLOW about 
which Aiow magazine has 
been talking to industry CON- 
TINUOUSLY since 1944! 


Ainw 1240 Ontario Street © Cleveland 13, Ohio 














WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- coal trade use 
»zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon's Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 


if you wish to reach the 


pe CHICAGO NEW YORK 
Order Bacon's Publicity Checker on Approval Manhattan Bidg. | Whitehall Bldg. 
Price $6.00 — it will soon save its cost. 

For over 68 years the leading 


BACON’S CLIPPING BUREAU journal of the coal industry 


343 So. Dearborn St., Chicago 4 
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Media changes. . 


Robert H. Deibler & Associates . . 


Angeles, has been named Pacific coast 


Daniel Starch & Staff . . Mamaroneck, N. 
: Pe I readership studies on ad 
laced in Chemical Engineering, 


rting rith +} lor rv 195° 
rting with the January, 1Yoo, 


Arthur E. Waldorf . . has been named 
lirector of research for Bramson Publish- 
Birmingham, Mich. He formerly 

York district manager for Pro- 
a Bramson publication, 


led by Thomas F. O'Leary, former 


listrict manager in Ohio for 


Thomas F. Hannon .. formerly in the ad 
ti ular Mechanics 
the advertising sales 

rican Lumberman & Building 


chandiser, Chicag 


George Mansfield . . former secretary, 


Periodical Press Assn., Toronto, Canada, 


} } 
has been named manager 


George Larson . . midwest representative, 
Plumbing & Heating Business, has moved 
) new quarters at 6340 N. Spokane Ave., 


Raymond M. Schuster . . former New Eng 
land district manager, Metal-Working, has 
een named regional advertising manager 

the West Coast, American Aviation 


r 


ns, Washington, D. C 


n page 197 





Do you have this kind of help? 
> 


= Industria] admen who read Industrial 
Marketing, always on the alert for im- 
proved marketing methods, need more 
Marketing Aid tips. If you are a pub 
lisher, agency. display or ‘printing house 
or if you provide some other service to in- 
dustrial advertisers, you may have the 
help they need. Send an example of 
your “marketing aid” to Aids Editor, In- 
dustrial Marketing, 200 E. Illinois St., 
Chicago 11, Ill. 

No obligation. 











Media changes. . 
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Transportation Supply News . . has an- 
nounced new rates, effective August 1, 
based on a 13 rather than a 12 time 
frequency rate. 

Page 1/3 page 1/6 page 
$700 $315 $190 
TSN also has opened a Detroit office in 
the Stephenson Bldg., with W. J. Mulder, 


vice-president, in charge. 


Mechanical Engineering . . New rates ef- 
fective January 1, 1955: 
Times Page 1/3 page 1/6 page 
] $625 $275 $160 
6 590 255 150 
12 545 235 140 
Product Design & Development . . New 
rates effective immediately: 
1/9 page unit . . $200 
2/9 page unit . . $400 


Public Utilities Fortnightly . . New rates 
effective January 1, 1955: 
Times Page 1/2 page 1/3 page 
] $255 $140 $110 
185 125 100 
13 165 MS 90 


Office Equipment News .. is the name of 
a new controlled circulation publication 
to be published starting March, 1955, by 
Holliday Publications, Ltd., Montreal, Can 


ada. 


Charles H. B. Hotchkiss . . formerly with 
H. K. Ferguson Co., New York, has been 
named editor of the Journa! of the Amer- 
ican Society of Heating and Ventilating 
Engineers, New York. He will also edit 
ASHVE Transactions and other technical 


bulletins. 


Frederick Kogos Publishing Co. . . New 
York, is planning a string of offices in 
South America. Special Spanish language 
editions of Kogos Publications are being 


planned. 


Marketing . . formerly pubilshed by W. A. 
Lydiatt, Toronto, Ont., now will be pub- 
lished by MacLean-Hunter Publishing Co., 
Toronto. Edward Earl will continue as edi- 


tor of the publication. 


Gordon P. Molsen . . former manager of 
the export division, Hitchcock Publishing 
Co., Wheaton, Ill., has joined the sales 
staff of American Exporter Publications in 
Chicago. 


Harold G. Rowland . . former reaional 
manager of the central western territory of 
Steel, has been named advertising direc- 
tor. a 
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STRONG PARTS- 
A POWERFUL WHOLE 


Consistently, The Wall Street Journal does more than its share 
of the advertiser’s sales job. 





Any of The Journal’s four regional editions represent an out- 
standing buy — both for costs and results. Together, they're a 
powerful national medium that flows into every corner where 
businessmen are busy — and need things to do business with. 


ABC Circulation: 295,367 


Ne* paid, excluding bulk based on March 31, 1954 issue 


THE WALL STREET, JOURNAL 


Published at 
NEW YORK CHICAGO DALLAS SAN FRANCISCO 
44 Broad Street 711 W. Monroe Street 911 Young Street 415 Bush Street 
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How to Sell 
the $9 Billion 
Wood Industry’ 


*THE MARKET 





WOOD & WOOD PRODUCTS 
COVERS oP BUYING POWER 


With its ition deliberately geared 
over > top 2 1 88% 

indus production d é od Pr oducts 
marily nent and pro 

ders specify or 

dents, owners, 

ves, general 

ts and pur- 

sad of buy- 

from 2.1 to 

ed are en- 

operation, 


{ the tot . 39% 
operate more than plan Wood & Wood 
> de the ———. and the 
money to buy wi t you have to sel 


EDITORIAL ‘AND CIRCULATION 
Wood Pre 

n | y more ow) more man- 
agement and _Production = oe Bag wg its 
dynamic editor s t 
tical 
profi 
the late 
Proof 
ing paid 
in +} e past ve 
ERAG I how many it 2; 
Ask For These Sales Aids 
If you haven’t seen the NEW Wood & Wood 
Products, write for a sample copy today. 
And for facts about this huge market, ask 
for our Market Data File including report of 
recent field study. 
**Based on December 31, 1953, vs. December 31, 
1952 publisher's statements. 


te OOD 


wood products 
® A VANCE PUBLICATION App 


139 N. Clark St., 
Phone: Financial 6-538 
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Chicago 2, Ill. 
t+) 


Do these things keep your 
market studies on right track? 


How to get purchasing influence survey off the ground 


™ IF YOUR MARKET studies have 
been giving you the wrong answers 
maybe it’s because you 
been asking the right questions. 
Alfred L. Seelye, 
marketing at the 
Texas, Austin, Tex., 
that may help reverse such an un- 


haven't 


professor of 
University of 
has some tips 


fortunate situation. 

One pitfall in the paths of market 
studies is that, according to Mr. 
Seelye, “in American industry, uni- 
form job titles are conspicuous by 
their absence.” 

But let Mr. 
story: 

The same job title may mean dif- 


Seelye tell his own 


© 


TRACK 12 














ferent functions in different indus- 
tries. For example, the chief engi- 
neer in the textile mill is usually 
in charge of mill housekeeping; in 
a machinery plant he usually heads 
up design, and in most other in- 
dustries he is in’ charge of power 
generation. 

We must look behind the job 
title .. studies that fail to do so 
may be misleading in indicating 
purchasing influence by the title of 
the job. 

Another important factor is that 
questionnaires to persons with ad- 
ministrative titles (president, vice- 


president, treasurer, general man- 








“He's just at that awkward age between 
comic books and business papers.” 











ager, etc.) asking them to check 
their chief responsibility will in- 
variably be answered, ‘“‘administra- 
tion” or “management.” The indi- 
vidual usually gives this answer 
because of the prestige factor even 
though he may have other impor- 
tant duties. In such a case the ques- 
tions were not framed so as to get 
accurate information. 

A review of many of the purchas- 
ing influence studies in the indus- 
trial goods field indicates several 
miscellaneous factors that require 
attention by researchers. These fac- 
tors are indicated by the following 
questions: 

1. Have the surveys accurately 
portrayed the importance of reci- 
procity in the purchasing of indus- 
trial goods? 

2. Have they eliminated from the 
sample all cases of re-orders of 
items where the vendor already 
had been determined? 

3. Do they reflect such things as 
the fact that selection of a vendor 
today for commodity “B” may be 
largely influenced by the fact of 
satisfactory, continuing relations 
with the same vendor on product 
ba = alr 

4. Do the surveys reflect the im- 
portance of company policy on the 
selection of the vendor? For ex- 
ample, a policy of using two or 
more vendors for certain goods 
purchased in certain quantities? 

All these factors must be taken 
into account, if we are to improve 
the reliability of work in this field. 

Many purchasing influence stud- 
ies have not presented complete 
information with regard to research 
methodology. Unless this is done 
the reader attempting to interpret 
purchasing influence studies is un- 
able to evaluate the methods and 
techniques utilized. A statement of 
the research methods should be 
presented in such detail that the 
study could be duplicated from the 
information presented. 

Purchasing influence studies in 
the industrial goods field present 
many difficult problems because of 
their complexity. Improvements in 
methods are being made. But if 
these studies are to become a real 
guide to improved and efficient 
marketing they will need further 
refinement in methodology and 
techniques. % 











RICAN METAL MARKE 
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MARKET COVERAGE — AMM’s horizontal circulation shows a readership of over 


30,000 management, purchasing, and operating personnel who directly control or influ- 
ence the purchases of ferrous and non-ferrous metals throughout industry, including 
consumers for manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals; consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, jobbers, importers, and exporters who handle steel and/or 
other metals, hardware products, mill and factory supplies; also producers of iron, steel 
and alloys; non-ferrous metals; mines; blast furnaces; steel works; rolling mills; smelters; 
refineries; etc. 

DISTRIBUTION 


Consumers of metals for manufacturing and maintenance 
Distributors, dealers, exporters, etc. 
Producers of steel and other metals 
Government Departments, trade organizations, banks, etc. 
Unclassified 
READERS 
Purchasing Agents 
Chairmen, Presidents and/or Proprietors 5,244 
General Managers 
Vice-Presidents 
Secretaries 
Treasurers 1,763 
ADVERTISERS —=— Over 300 leading sellers of steel products, non-ferrous metals, ores, 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and 25 years—some even longer. This strong trade 
recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 

REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages: 
FASTEST SERVICE of all metal-trades media—first with the latest news of the industry. 
MORE IMPACTS per 5-day week than any other metal-trades paper. 

LOWER COSTS for space than any other metal-trades paper. 
GREATER VISIBILITY than any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 
If you sell to the metal working industries, strengthen your advertising program by in- 


cluding AMERICAN METAL MARKET. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street KABC) New York 38, N.Y. 


Sales Managers 

Works Managers and/or Supts. 
Metallurgists 

Other (largely purchasing, management, 


engineering and sales personnel) 2,833 











In every situation there is one authority— Diesel Power 
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editorially 


What Is a Price Cutter? 

s Competition is getting so much keener in most 
lines of business that price is again becoming a 
major consideration of buyers. For the greater 
part of the past 15 years price has been secondary 
to availability and prompt delivery. With supply 
in line with demand, and in some cases in excess 
of it, buyers are naturally taking advantage of the 
opportunity to get favorable treatment in terms 
of price. 

One of the results of the price competition 
which is evidenced in many areas of the indus- 
trial field is the discussion of the ethics of “price 
cutters.” This term is anathema to many, and used 
in that connection it usually suggests that certain 
customers are getting more favorable treatment 
than others, simply as the result of putting pres- 
sure on sellers. Price cutting which is restricted 
to those who are able to drive a hard bargain, 
while others are charged higher prices, is indeed 
an unpleasant picture, and that kind of price cut- 
ter is certainly not to be admired. 

However, it should be remembered that a com- 
petitive economy encourages efficiency in produc- 
tion and distribution, and that the successful com- 
panies are those which are able to combine qual- 
ity in products with prices which are attractive 
as far as competition is concerned. If a company 
is able to do business at a lower level of costs than 
others in its field, and is anxious to broaden its 
market by selling for less, then it is performing 
the job which is assigned to every unit in the 
business field. The high standard of living of 
Americans is the result of ability to produce and 
distribute at lower costs, thereby making more 
goods available to more people. 

In the general retail field the advent of mail- 
order houses, chain stores, supermarkets and dis- 
count houses has made possible over the years 
lower prices than were considered “standard” by 
conventional distributors. These operators were 
always condemned by those who suffered from 
the price squeeze, but in the long run the public 
prospered and the new and more efficient meth- 
ods of distribution gradually became recognized as 
standard. 

Where price cutting develops in the industrial 
field, it is well to ask whether it is based on 
ability to produce and sell for less, or is merely 
an evidence of distress and desperation. Lower 
prices, available to all on equal terms, may rep- 
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speak 
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Yo 


resent increased efficiencies in which consumers 


are entitled to share. 


Tightening Up Competition 

= This is an age of mergers, and a day seldom 
passes without the announcement that several 
more companies are joining forces to strengthen 
their position. These combinations, while reducing 
the number of units in a field, seldom result in 
lessened competition, but rather increased ability 
to meet larger companies on a more nearly even 
basis. 

The mergers which have taken place recently 
in the automobile field have reduced the number 
of “independents,” but they have made the new 
companies stronger in their ability to command 
a larger share of the market dominated by the 
Big Three. The advantages of combining design, 
purchasing, administrative and production facili- 
ties should be evident in better products and more 
determined competition for the favor of the con- 
sumer. 

We have always believed that small companies 
which are efficiently managed can do a good job 
as compared with the giants with which they are 
in competition. The biggest companies have ob- 
vious advantages which flow from an entrenched 
position and great financial strength, but the 
smaller company can usually move faster and 
make changes and improvements without suffer- 
ing the delays which are usually involved in a 
switch of policy in a larger enterprise. 

Many specialty companies in the electrical field, 
for example, do an excellent job in competing for 
business against the largest members of this in- 
dustry. They can get closer to their customers 
and render services which it may be difficult for 
the big houses to supply. And by concentrating on 
a smaller line, they are often able to develop im- 
proved designs which are attractive to the indus- 
tries served. 

As some of these smaller units in industry get 
together through mergers, it is to be hoped that 
they do not lose the advantages of mobility and 
ingenuity in the development of products and 
services such as characterized them in their earlier 
stages of development. Vigorous competition is 
necessary to the success of our economy, and if 
consolidations strengthen competition, industrial 
buyers will be better off and the country as a 
whole will prosper. & 
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kets. Dealer representatives from 
those foreign markets came_ to 
Peoria to have the company’s over- 
seas marketing program outlined. 

The week-long conference in- 
cluded field trips, panel and general 
discussions and visits to the Hyster 
plant in Peoria. 

Hyster’s headquarters are in 
Portland, Ore. 


‘Automation’ bows in with 
146-page August issue 

® CLEVELAND .. Automation, Penton 
Publishing Co.’s new publication in 
the automatic operation field, has 
made its debut with an issue dated 
Aug. 1. 

The publication was sent to 21,000 
management and engineering ex- 
ecutives on a controlled circulation 
basis. The first issue included 86 
pages of editorial matter and 60 
pages of advertising by 78 adver- 


tisers. 


Bibliography compiled to aid 
company publication editors 

® PHILADELPHIA . . A_ bibliography 
that will give valuable aid to com- 
pany publication editors has been 
compiled by Temple University Li- 
braries, Philadelphia. 

The introduction to the bibli- 
ography booklet says ‘70,700,000 
copies of 6,500 house organs, pro- 
duced at a cost of $112,000,000, are 
circulated annually.” 

The introduction says the bibli- 
ography aims to assist editors of 
these publications by noting basic 
publications on writing, on produc- 
ing the house magazine or news- 
paper and by providing helpful se- 
lection of references to materials in 
the literature of journalism. 

The booklet is available at $1 a 
copy from Temple University Li- 
braries, Philadelphia 22, Pa. 


B. F. Goodrich buys out 

Sponge Rubber Products Co. 

® AKRON, O.. . B. F. Goodrich Co., 
Akron, has purchased Sponge Rub- 
ber Products Co., 3l-year-old firm 
with plants in Shelton and Derby, 
Conn.; Fall River, Mass., and 
Waterville, Quebec. 


Fo] 


; 
ntinued on page 202 


YOU BUY NO “BUSHERS”... 
IN BASIC QC! 





Every one of the 12,114 electrical contractors who 
receives QUALIFIED CONTRACTOR is an employ- 
ing contractor—a volume buyer with proven big-league 
purchasing power. That’s why QC readers account for 


97° of the industry business! 


And that’s why, when you want to tap the booming 
electrical contractor market, the basic buy’s QC. It 
reaches the buying heart of the market . . . the employing 


electrical contractor. 


QUALIFIED CONTRACTOR 


Official Publication of The National Electrical Contractors Ass'n. 
610 Ring Building Washington 6, D. C. 

NEW YORK—Clark Presbrey, Room 509, 150 Broadway — Worth 4-1153 

CHICAGO — Urben Farley & Co., 120 S. La Salle Street — Financial 6-3074 


LOS ANGELES 
The Robert W. Walker Co., 2330 W. Third St. — Dunkirk 7-4388 


SAN FRANCISCO 
The Robert W. Walker Co., 57 Post Street — Sutter 1-5568 


EG\— ope 
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In Industry 


Wanted: Firm 
With Explaining 
Job To Do 


Not every sales manager has 

a lot of explaining to do in order 
to move his product. 

But those with technical goods 
to sell to technical buyers 
generally do. 

Industry buys to problems 

— not to tastes or emotions. 
And how you and your product 
can solve the trade’s problems 
takes explaining. 

Industrial explaining 1s 

done in many ways: 

by salesmen; by correspondence; 
by demonstration — and 

by authoritative technical articles 
in trade, business 

and professional magazines. 
This last technique reaches 

the greatest number of prospects 
for the least expenditure 

of time and money. 

But it takes two forces you have 
to provide and co-ordinate. 
First, it takes the brains of your 
application engineers. 

Second, it takes a writing team 
which knows both your 
technology and what the editors 
are seeking to print. 

That’s our function for 23 clients. 
We're neither ad agency nor 
general PR counsel. We’re 

in business only to serve 

firms with explaining jobs to do. 


Start Now 


Test the method. Commit 
yourself only on a trial basis. 
Most of our clients started 
just that way — 

and doubled up the activity 
after the first year. 


Harry W. Smith 


Incorporated 


Gechnical Publicity and Cditcvial Kelations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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The smaller company will be op- 
erated as Sponge Products Div. of 
B. F. Goodrich. Top executives of 
the absorbed company will remain 
at their jobs in the new Goodrich 


division. 


Direct mail convention 

goes to Boston this year 

™@ NEW YORK Direct Mail Ad- 
vertising Association will hold its 
37th annual convention in Boston, 
Oct. 13-15. The program will in- 
clude direct mail case histories in 
the industrial, appliance, dealer re- 
household product 
fields; a copy clinic and a mail or- 


lations and 
der session. 


Muller heads ABP committee 
on business paper information 

® NEW YORK Philip W. Muller, 
advertising manager, Breskin Pub- 
lications, New York, has become the 
chairman of the committee on busi- 
ness paper information of the Asso- 
ciated Business Publications. 


30% of companies use or plan 
industrial leasing . . survey 
® NEW yYorRK . . Leasing of capital 
equipment by industrial companies 
is increasing, according to a survey 
by Mill & Factory. 

The survey shows that 18% of 
the 266 respondents now lease cap- 
ital equipment. A smaller segment, 














and.. 


Night 


New sign lights the night sky 


3 a new 


12%, plan such leasing soon. 

Among items leased are machine 
tools, 43%; materials handling 
equipment, 26%; and office equip- 
ment, 51%. These items are cqy- 
ered by legitimate leasing plans, ac- 
cording to 72% of the respondents, 
and are not merely inducements for 
outright purchase. 

Reasons for leasing instead of 
purchasing include postponement of 
heavy initial outlay, tax-deductibil- 
ity of payments, and ease of keep- 
ing plant up to date. About 22% 
said that leasing minimizes mainte- 
nance costs. 

Of companies responding, 12% 
have one to 50 employes; 19% have 
50 to 100; 32°% have 100 to 300; 16% 
employ 300 to 500; and 21% have 
over 500 employes. 


Gilbert J. Owen, Todd Co. 
vice-president, dies at 56 
™ ROCHESTER, N. Y. Gilbert J. 
Owen, 56, vice-president in charge 
of sales, Todd Co., Rochester, maker 
of check-protecting machines, died 
Aug. 8 after a brief illness. 

Mr. Owen also was a member of 
the company’s executive committee 
and a director of the company. 


Holm, Compton Advertising 
vice-president, dies at 43 

® NEW yYorK .. Floyd R. Holm, 43, 
vice-president and associate direc- 
tor of radio and television, Compton 
Advertising, New York, died Aug. 
7 after a brief illness. He had been 
with Compton 10 years. 





. day 


lps give Ultrasonic Corp. solid, dig- 


in its new home. 
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SERVING 


LATIN AMERICAN 
INDUSTRY 









































%& FIRST... 


se with 15,000 men who pay 
to read it — key men of the 
20 major Latin American 
markets. 


in a market that accounts 
for the annual purchase of 
more than $2 billions of 
U.S. capital goods equip- 


ment, 


in reader service — report- 
ing on U.S. equipment and 
techniques, and showing 
how they can be effectively 
adapted to Latin American 
industry. 


in quality readership — 
starting with top manage- 
ment, and penetrating the 
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Contest will pick best ads 
by automotive jobbers 


® cHICAGO .. The Automotive Ad- 
vertisers Council and Jobber Topics, 
Chicago, are co-sponsors of an ad- 
vertising contest to pick the best 
advertising by wholesale jobbers in 
the automotive service industry. 

Entries in the contest, which 
closes Sept. 30, will be divided ac- 
cording to dollar volume and first, 
second and third awards will be 
given in each volume group. 


Britain opens display center 
to expand overseas markets 


@ LONDON An “Exchange and 
Engineering Center” has been set 
up at Birmingham, England, to help 
British industry sell to overseas 
buyers. 

The center will provide informa- 
tion and aid to prospective buyers 
of British products. A release from 
British Information Service says, 
“buyers and interested visitors from 
the United States will be particular- 
ly welcome.” 

The center will include displays 
of products of more than 200 com- 
panies and catalogs of another 7,000. 
Fields covered include all metal- 
using industries and the electrical 
industry. 


Distributors’ associations 
sponsor $300 slogan contest 


® PHILADELPHIA . . A $300 cash prize 
has been offered to anyone who can 
pick the best slogan describing the 
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ELECTRICAL 
ENGINEERING 
Has 
The Largest 
Circulation 
of any technical 
Publication 


in the electrical 
field. 


more than 


595,000 


Circulation 
e@eo ® 


At the lowest page rate 
per thousand 


Published for more than 


70 years, Electrical Engi- 


operating group. neering has the prestige to 
deliver your story direct to 


Key Executives and top 


importance of the industrial distrib- 
utor to the national economy. 


in coverage of the Latin 
American industrial mar- 
ket for the advertiser. 


¥& for penetration and eco- 
nomical coverage of the 
Latin American industrial 
field. 
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| 930 West 42nd St., New York 36, N. Y. 
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The slogan contest is sponsored 
by the National and Southern In- 
dustrial Distributors’ Associations. 
Entries, recommended to be five or 
six words long, must be received by 
Oct. 1 by Harry R. Rinehart, Joint 
Advertising and Awards Committee, 
1900 Arch St., Philadelphia 3. 

When the slogan has been picked, 
another contest, with a $500 cash 
prize, will be held to find an emblem 
to embody the slogan for use in ad- 
vertising and promotion by distrib- 
utors and by manufacturers who 
sell through distributors. 

Continued on page 204 





flight Engineers. 


Write or wire for 
Complete information 


et & €C TF R 1 
EN 
Suite 13, Lower Level 


500 FIFTH AVENUE 
NEW YORK 36, N. Y. 
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CAL 
GINEERING 








One always stands out... 


IN EXHIBITS IT’S 


CORPORATION 





NEW YORK’'S LEADING 
DESIGNERS AND BUILDERS OF 
DISPLAYS AND EXHIBITS 


® WRITE FOR BOOKLET I! 


96-20 43rD AVENUE @ CORONA 68, N. Y.C. @ ILLINOIS 7-2002 
BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 


3.21 


RENEWAL PERCENT 


*A.B.C. June 30, 1953 


No other publication in the national truck 
fleet field can match TRANSPORT TOP- 
ICS in news market coverage, renewal per- 
cent or readership. 
TOPICS thoroughly covers 
freight carriers . . . men 
operate 50 percent of the 
combinations in the road, 
power units altogether. 
more than 51 percent 
iles rolled up each year 
They com- 
transport 


TRANSPORT 

for-hire motor 
who own and 
tractor-trailer 

over one million 
They account for 
of the truck ton-n 
and gross $5 billion annually. 
prise the largest single motor 
market in America. 


Transport wWopics 


a 
NATIONAL NEWSPAPER 
OF THE MOTOR FREIGHT CARRIERS 


Washington 6, D.C. 


Paper and ABC statement 
by airmail on request 
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WHY 
SHOULD 

You 

BOTHER — 
ABOUT 

NAME PLATES? 


Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 
product and add real sales appeal. Give your 
products standout identification that ties them 
into your advertising. Check into the quality 
of name plates produced by 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates, 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 


| CHICAGO THRIFT—ETCHING CORPORATION | 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 


SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, | 


news 


‘Business Week’ begins using 
four colors for editorial 

® NEW yorK . . Business Week has 
begun using four-color illustrations 
in presenting editorial matter and 
says it is “the first business news 
magazine to use four colors for this 


purpose.” 


‘Industrial Packaging,’ new 
publication, bows this month 


= cuicaco . . Industrial Packaging, 
a new monthly publication of Hay- 
wood Publishing Co., Chicago, will 
make its bow with a pilot issue 
about Sept. 20. The first regular is- 
sue will come out Jan. 15. 
The 814x114” publication 
have a controlled circulation of 12,- 
000. It will cover the field of “in- 
dustrial packaging after processing, 
compounding or fabricating is com- 


will 


pleted.” 
Industrial Packaging is Haywood’s 
fifth publication. 


‘National Petroleum News’ 
to become a monthly this fall 


@ NEW york .. National Petroleum 
News, weekly publication of Mc- 
Graw-Hill Publishing Co., will be- 
come a monthly in November. The 
change will signal increased stress 
on news interpretation and a policy 
of concentrating entirely on serving 
the information requirements of the 
marketing branch of the oil indus- 


try. 


Three-language book shows 
modern exhibition techniques 

@ NEW YORK “New Design in 
Exhibitions” by Richard P. Lohse 
is a 269-page book devoted to mod- 
ern exhibition techniques and ex- 
hibition architecture. 

The book’s text and more than 
600 illustrations cover 75 national, 
industrial, small manufacturing, sci- 
entific, cultural, social and political 
exhibitions the work of archi- 
tects and artists from 10 countries. 
Text is in three languages: French, 
English and German. 

The author is a Swiss architect 
who has specialized in exhibition 
design. The book is published by 
Frederick A. Praeger, Inc., New 
York. Price is $13.50. B 











In any language . . 


For Your GROWING 
Southern Markets 


® Show product job performance 
® Get photos, use them. Remember .. 


® Foreigners can take pictures, too 





Export advertising a riddle? 


Buyers same the world ’round 


By Joe H. Serkowich . . former advertising 
manager, LeTourneau-Westinghouse Co., 
Peoria, Ill., now director of advertising, 
Westinghouse Air Brake Co., Pittsburgh. 
Mr. Serkowich wrote this material before 
leaving his position at LeTourneau-West- 
inghouse several months ago. But his re- 
port is no less timely for those who ad- 
vertise, industrial products overseas. 





® I DONT THINK that export adver- 
tising is a bit different than domes- 
tic advertising. 

It’s true that you have a media 
problem in export (although we 
have found a number of publica- 
tions that do a good job for us), 
but aside from this I think you can 
take a successful domestic ad cam- 
paign technique and run it in ex- 
port with equal success. 


You may have to do some copy 
tailoring for an audience or a mar- 
ket. But if it’s selling copy here 
in the States 
abroad. 

Here is what I mean. 
movers cost a lot of money. 


it’s selling copy 


Our earth- 
If you 
want a small one it will cost about 
$18,000, the large sizes run from 
$35,000 to $60,000 each. Our cus- 
tomers just want the facts, so for 
a number of years our domestic 
advertising has been based on job 
stories. 

You might call our ads perform- 
ance records rather than ads. We 
show the customer what other con- 
tractors are doing with a scraper or 
We don’t tell him how old 
our company is, how we feel about 


tractor. 


political, social or economic prob- 


Continued on page 20€ 








| Brigada de unidades LeTourneau 





triplica el avance de una 
construccién vial en Chile 


9) thea ot Gobierno 


Nueve carretera acelereré 

of acarres de carbén mineral 

@ ba més importante pieore 
siderGrgice de Chile. 











z.6. LeTOURNEAU, inc. 
Gi Duntssin da E ypontacitn 
PEORIA, LUNOE EU A 


1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 





agencies. é~ 


BAKING 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 





ern baking industry. - 


3. FOOD PROCESSING 





Southern Food Processor. 


Reaches the leading processors, packing in 


cans, glass and frozen packages. 
enteneenil 





4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





3. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 











. ; 
Si Senor! . . Photograph of product in use and a convincing case history 


that get 


iffirmative results both north and sout 


of the border. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 





i PULP AND ae 





Southern Pulp and Paper Man- 


ufacturer. Notional circulation, intensive 
coverage of the South’s expanding paper and 


pulp industry. - 


Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 





8. PRINTING 








9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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“according to 


Ceramic Bulletin...” 


Throughout the depth and breadth of the 
multi-billion dollar ceramic field, “Accord- 
ing to Ceramic Bulletin ’ has come to 
connote the high position held by the 
Bulletin’s editorial material. This phrase 
means that articles in the Bulletin can be 
accepted as the most conclusive, most re 
cent and accurate expressions of leaders in 
the various branches of ceramics. 


Because the Bulletin is considered the 
prime source of authoritative information, 
back issues are kept readily accessible as a 
library of accurate, technical information 
This “staying power’ of the Bulletin - 
and constant reference by men in every 
branch of ceramics affords advertisers 
multiple-sales contacts. Not once, but dozens 
of times throughout the year, Ceramic Bul 
letin advertisements come to the attention 
of over five thousand key ceramists! 
Through n ther medium in the ceramic 
eld can you reach so many continuing 
viewe) i your Sal VESSARE as nN 
Ceramic Bulletin f 

We would appreciate the opportunity of 
outlining to you the advertising advantages 


gained only in Ceramic Bulletin. 


When your advertisement appears reg- 
ularly in the pages of Ceramic Bulletin, 
you afe exposing your sales message to 
over 5,000 key ceramists. Through no 
other media can you achieve such com- 
plete coverage of the ceramic market — 
and at such a modest rate. 


awracas 


Seviite 
ulletin 
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The export advertising riddle 


lems. He doesn’t care, all he wants 
to know is, can I or my government 
do a satisfactory, economical job 
with this machine. 

We try to convince him by show- 
ing him that others can and are do- 
ing a good job with LeTourneau- 
Westinghouse equipment. This tech- 
nique isn’t new but it’s effective. 
In terms of readership, it’s from 
two to three times as effective. We 
feel that this readership is evidence 
of interest that can help produce 
sales. 


How to Get Photos? . . One ques- 
tion that always comes up in our 
export program is: How can you 
get a job story from export? With 
an aggressive, sales minded export 
department and a live-wire dealer 
organization we produced 190 dif- 
ferent job story ads last year. 

The gathering of job story ads 
is one of the duties of our adver- 
tising department’s export super- 
visor, Lee Adams, who is the co- 
ordinator between the advertising 
agency and our export sales depart- 
ment. By maintaining close contact 
with our field representatives 
abroad and careful checking with 
the shipping department, he is in- 
formed as to where machines are 
being sent. After sufficient time 
has elapsed for a machine to be put 
to work, Mr. Adams drops a note 
to the field representative and/or 
the particular distributor involved. 
We ask that photographs be taken 
and a job data sheet completed. 


Field Reps Take Photos . . The 
photos generally are taken by our 
field representatives. They aren't 
usually salon winners. But we don’t 
particularly care about the quality 
of the pictures so long as they show 
some job action. Our primary con- 
cern is with the data in the job 
report. This is the meat of any 
story. 

Obviously, the gathering of infor- 
mation from export takes consider- 
able time. The average time prob- 
ably would be about six months 
from the time material is collected 
until it is in the hands of our agen- 
cy, the Andrews Agency, Milwau- 
kee. 

Continued on page 207 


Gales Costs 


WITH 


“KEY PROSPECT” 
MERCHANDISING 


1. 


Consult 


WALDIE 


and 


BRIGGS 


inc. 


Advertising 
Est. 1922 


221N. La Salle St. « Chicago 
FRanklin 2-8422 








At Your 
Fingortips 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1955 SCHEDULES 


... see the hundreds of pages 
of data covering 43 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 


. +. in your 


1955 INDUSTRIAL MARKET 
DATA & DIRECTORY 
NUMBER 

















Generally, this material is made 
up into two-page, two-color bleed 
ads. Reason: We are a compara- 
tively small manufacturer and one 
of the places we can stand tall is 
in the pages of the trade publica- 
tions with a big enough ad to add 
impact to a good technical story. 

We have used this type of ad in 
the vertical construction and min- 
ing publications and feel they do a 
good job of presenting our report 
type ads to engineers and techni- 
cians directly responsible for con- 
struction. 

We have used the same type of 
ad in Time International on a some- 
what horizontal basis, feeling that 
the government officials who control 
purse strings are more prone to 
okay expenditures if they know a 
little about our products and what 
our products mean in terms of con- 
tributing to the welfare of the coun- 
try. 

Recently, our Latin American dis- 
tributor was attempting to get a job 
story from one contractor. But the 
contractor refused to give out. As 
the distributor left, he mentioned 
rather casually that he was sorry 
the contractor wouldn’t want his 
name to appear in Time. The con- 
tractor changed his mind in a hurry 
and we got the story. 

We squeeze the greatest possible 
use out of our export ads by mer- 
chandising each ad to distributors 
and offering them reprints in any 
quantity. Last year more than 
30,000 reprints were sent out to 
distributors. All were imprinted 
with the distributors’ names. 

The ads also are made up into 
reprint books. After a certain num- 
ber of ads have been run, we simply 
ship the plates to the printer and 
have the books prepared. They are 
shipped at no cost to the distribu- 
tors. 


Keep It Local . . Many of our do- 
mestic ads are used in export, with 
equal effectiveness. We try, how- 
ever, to use local stories whenever 
possible. 

This all goes to show that you 
can use domestic ad techniques in 
export equally as effectively as at 
home. We exported our domestic 
ads and feel that the program has 
done and will continue to do a good 
job for us. a 





words 


944 





automation is... 


rently popular words for me- 
chanized manufacturing. Use the 
“systemized” or 
trolled” ... if you wish — but the 
basis for mechanized production 
is movement of work through a 
plant — or FLOW. That's how 


iow got its name back in 


1240 Ontario Street e 


one of the cur- 


“con- 


Cleveland 13, Ohio 




















LOOKING FOR 
NEW MARKETS ? 


The $12 Billion Telephone Industry includ- 
ing over 5,000 Independently owned tele- 
12,000 ex- 
System will 





phone companies operating 
changes in addition to the Bell 
spend approximately $1!/4 Billion annually 
during the next three years according to 


recent estimates. 


Would you like to have a list of more 
than 650 items ranging alphabetically 
from acetylene torches, adding machines 
and augurs through typewriters, wires 
and wrenches used in and around a tele- 
Phone exchange? 


Write 
TELEPHONE ENGINEER 
Publishing Corporation 


Telephone ROgers Park 4-3040 
7720 Sheridan Road, Chicago 26, Illinois 

















THE 
BILLION 
DOLLAR 


) PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


RVITAL 
BUSINESS NE ws 


Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for comets copy. 


Daily JeurealefCommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 





Working Tool of 
Pacific Northwest Business 
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SRL aHtensin sa CARRE NRE 
ist tickin Around Advertiser changes . . in You i. the 


with KLEEN-STIK Sleep Equipment Field ? 


WAKE UP to KLEEN-STIK! There should be NO ‘‘SHUT- 
When sales activity gets a little EYE’’ to this opportunity to: 
sleepy. that’s the time to wake up bi © Reach a great $585,000,000 mar- 
your prospects and dealers... and er with only ONE SOOK— 

a sure way is through the use of : 

super-sellin® KLEEN-STIBK dis- BEDDING! 
plays. Wide-awake advertisers in 

every line know how this moisture- 

Jess, self-sticking adhesive makes 

eye-opening, purse-opening P.O.P. 

displays and labels ... such as: Wayne D. Smart . . forme: 











@ Reach the manufacturers who 
produce 90% of the industry’s vol- 
ume! 

@ Pay only 3-34c per subscriber 
for a full page ad (12 time rate)! 
Wow! What a buy! 


So BEDDING gives you a WIDE- 
AWAKE opportunity to sell to 
this most lucrative market. 


For Detailed Data See 
end now for 


i ha heer named Ss 
Allen W. Schmidt . . has been ae, cantor for 
manager of advertising and sales prom Witte Dect. $. 
tion, Resin Industries, Santa Barbara, Cal. Annual Market Data epuennt 
ot did & Directory Number 


Operation LUMBERJACK wravgjeenamoats 

To start America off with a full AReee 

stomach, ARMOUR & CO. advo- suk for At 
cates a hearty “Lumberjack Break- Pawder. C Wilmington, De Adrian J. 
fast’’ in a nationwide promotion, ; 
featuring tasty Armour Sausage. Stewart 

High on the list of successful selling f+ 

aids was this big, bright truck sign, 

silk screened in glistening reflective 

beading. Stock used was KLEEN- Charles H. Ducote . . has been named ex 
STIK FLEX-STIK *'B"’— the ant anienaaeriion inal Ir ‘incir Merchandise Mart, Chicago 54 
extra-flexible rubber-saturated out- ic prtace ings an as 

door stock that sticks tight in spite 

of weather, moisture, grease, or 

scuffing. This “shining” example 

was conceived by RUSS BROWN 

and CHARLEY SCHLINGER of Walter St. Onge, Jr. . . ha: 


Armour’s ad department. Se a vin : ; mm i 
see eae eee na athe, | | ADVERTISING MANAGER 


w. I ‘St. in who is retiring. For medium sized equipment manufacturer 

selling to industrial, metalworking and auto- 
motive markets. Should have all-around 
ability to handle advertising for trade papers, 
direct mail, sales promotion, trade shows, 
and catalogs. Must be able to plan and 
direct production of advertisements and 
literature. 











Richard L. Bedell . 


Industrial advertising experience desirable — 
must be creative and have ability to under- 


DR. PEPPER CO... of Dallas. is stand markets and to translate product bene- 

spreading the word to “Wake Up i S ... is the new mn sate Quen copy. : 

* OEE a Eee RE ES em i ERR an Cee amnion If you are interested in making a good in- 
: - 5 mpany I! J n A / come — and an opportunity for advance- 

snappy die-cut bottle-cap replica. Seapets + of the mercer of Americar ment, write today, 

Ad Manager A. H. CAPERTON spec- Sa ay ap gr ae SNS Box No. 502, c/o Industrial Marketing, 200 

ified KLEEN-STIK for this piece, —— rT é “s nt P aak weat paeee E. Illinois Se., Chicago 11, Ill. 

so that it would be sure to be posted pci | Me cate ot a le 

on thousands of walls, windows, 

counters, doors ...and other promi- W. H. Dunning. . 

nent spots in Dr. Pepper outlets. 

Dealers and salesmen simply p-e-e-1 

and press, and presto—there’s 

another “*peppery”’ sales message! 

Fine printing job ‘*tastefully”’ eer ited & wae Chemical Co. 

handled by LLOYD SAUNDERS of ces’ Oras 

MALFORD WEINERT CO. ee 











SSSR ESE E SSeS eee eee eee eee eee 


For all the Facts 
on Industrial and 
Trade Market Data 





ary B. iiCennend. 
Stay awake—and stay shead in 
sales—by using wonder-working 
KLEEN-STIK for hard-working 
P.O.P. displays. It’s available in been stan he vice-presi 
ever sO many top-quality paper seneral sales manager: Richard L Morris 
stocks, through your regular printer, sieht Oi wince ras ie Ries i; 
lithographer, or screen processor. was named saies manager tor the NN 
Ask him for samples and advice ... } : 
and ask us to send you our free 

“Idea-of-the-Month”’ service! 


KLEEN-STIK PRODUCTS, INC. | Enterprise Engine & Machinery os, ° 


Me 


225 North Michigan Avenue * Chicago 1, Ill. | a subsidiary of General Metals 
Pioneers ia pressure sensitives fer Advertising and Labeling 


LOOK in 
Industrial Marketing's 1955 


MARKET DATA & 
DIRECTORY NUMBER 


ident 


XT 


PSSSS Sees esses eeee eee eee eee eee eee 
Teese eeseeeeeseeeeee sees eee eee eee eee 
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Advertiser changes . . 


San Francisco, has added the following 
personnel to their advertising and sales 
promotion departments: Calvin D. Wood 
will handle sales promotion and publicity, 
and Gelso Gualco will handle advertis- 
ing production. 


Theodore W. Crouch . . formerly an ac- 
count assistant, Ketchum, MacLeod & 
Grove, Pittsburgh, has joined the adver- 
tising department of A. M. Byers Co., 
Pittsburgh wrought iron manufacturers. 


Ray J. Dervey . . has been named general 
sales manager of American Hoist & Der- 
rick Co., St. Paul, Minn. 


Sessions Clock Co. . . Forestville, Conn., 
has established an industrial products 
division to sell clock radio timers, clock 
movements and industrial timing motors. 
Vernon A. Lee, formerly manager, clock 
timer sales division, has been named man- 
ager of the new division. Harlan L. Rey- 
croft, formerly manager, industrial move- 
ment sales division, has been appointed 
field sales manager of the new division. 


American Cyanamid Co. . . New York, 
has formed a petrochemicals department 
sales organization to handle the sale of in- 
dustrial chemicals made at the company’s 
New Orleans plant. Dr. V. E. Wellman, 
manager, petrochemicals department, will 
head the new group. Dr. A. J. Weith, will 
be assistant sales manager; George C. 
Voss, district sales manager, New York, 
and Frank W. Miner, district sales man- 


ager, Chicago. 


Ambrose L. Duggan . . 
steller, Gebnardt & Reed, ; 

been appointed sales coordinator of Mag 
nesium Company of America, E. Chicag 

Ind. The MGé&R 
where Mr. Duggan served for eight years. 
He will report to William Johansen, vice 
president of sales, and will be responsible 


company's agency is 


for market research and development and 


planning of sales training and sales tools. 


J. B. Lockhart, Jr. . . has been named t 
the new position of manager of merchant 
and industrial sales, Riegel Paper Corp., 
New York. Working 
A. J. Ericsson, manager of industria] sales, 
and W. J. Garrity, manager of merchant 
sales. 


under him will be 


Raymond Bag Co. . . Middletown, O., has 
appointed James M. Green to handle sales 
in Kentucky and southern Indiana and 
A. P. Wolff to handle sales in Michigan 


and northern Indiana. 


. former vice-president and 


P. L. Dafoe . 


general sales manager of Acme Steel 
Products Div., Acme Steel Co., Chicago, 
was named head of the firm's new Dexion 
Div. Lewis R. Miller, former product man 
ager, household utilities department, Inger 
soll Products Div., Borg-Warner Corp., Chi 
cago, becomes assistant manager of the 


new division. 


former sales representa 


J. F. Donohue. . 


tive for the Los Angeles district, Kaiser 


Aluminum & Chemical Sales, has been 


named assistant district manager. 


Ronald V. Bennett . . 
electrical division, 


formerly sales man 
ager, Winchester Div. 
f Olin Industries, New Haven, Conn., has 


Continued on page 210 
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Peorits 


“Just grasping at straws, suppose we try selling less?” 


| 





Leads the 
Field... 


1. Highest ABC Paid Circulation 


Better than 74% of WATER & SEWAGE 
WORKS subscribers are in the first 5 ABC 
classifications. These are the men who do 
the buying, recommending or specifying of 
equipment and materials. 


2. Highest ABC Renewals 


High reader interest year after year is 
evidenced by the highest percentage of re- 
newals (ABC) in the field—well over 70% 
during the past 9 years. 








3. More Advertising Pages 


WATER & SEWAGE WORKS carried more 
advertising than any ABC publication in 
the field during 1953, and is considered 
to be the “bible” of the industry. 


4. Editorial Excellence 


Headed by Linn H. Enslow (water and sew- 
age engineer, chemist, plant operator, re- 
search engineer and inventor) the editorial 
staff of W&SW provides factual, practical 
guidance to the men in the field and keeps 
them abreast of all worthwhile news and 
developments. 


5. Consulting Engineers 


WATER & SEWAGE WORKS hos the largest 
circulation among the foremost consulting 
engineers in the field. The consulting engi- 
neer is the man who serves many commu- 
nities and is responsible for recommenda- 
tions and specifications. 


Write for factual 24-page folder 
“A BLUEPRINT of the Market” 


WATER & SEWAGE WORKS 


185 N. Wabash Ave., Chicago 1, III 
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Mine Operators | Advertiser changes . . 





®WE DO BEAUTIFUL 
WORK,AND PROUD OF IT: 
®FINEST QUALITY, WHITE 
PAPER,GOOD LAYOUTS 50 
SDRAWINGS AT SMALL 
EXTRA COST 1000 
gnaw ee ADDITIONAL 
s, the following chan 4HOUR SERVICE y 
ON REQUEST M's.....$4.50 
ide: G. T. Richmond, formerly BGIVE US A TRIAL-SEND | ®POSTPAID UP TO 
Binder Div., has beer US YOUR ORDER TODAY | 150 MILES-OTHER 
ay | AREAS, ADD 10% 








*®ASK ABOUT OUR NEW 
OFFSET DEPARTMENT 


re E. B. Hundley, formerly assistant sales siiciicaiiieacaacae CPE GES PRINTING, 
read manager for tt Binder Div.. become: }OY inoustries | pet ll 
sales promotion manager for binders. 10S ANGELES. 19° * CALIF. = 


the paper worth “ 








' Edward H. Brown . . has 
Advice on methods, notes on equip- : peeant 


ment, personnel news keep coal 
operators reading COAL MINING 
month after month, year after year. 


Everywhere, coal men are saying, iat snl: eae ell: i leaciis eaiiees taney 
" : ichar - Coyne . . lormer vice-president twice os much os necessory. Here is o 
COAL MINI NG is the paper Pressed Stee] Car C “*hicaa has beer fast, quality service used by mony good 
i - ; ip siege : Ee KORE eit os advertising agencies. 

worth reading. named assistant to the president, National Zinc halftones up to 6 sq. in. $1.20 
° ° MA n. . ee 1 Cue Cel Zine etchings up to 7 sq. in. $1.30 
To sell top men in coal mines... Motor bearing neaw A HY al, 2a Mounting above zines 20c each. Write 
‘ ° ° w he in the company’s Cl a Hics today for somples of our work ond price 

strip, shaft... anthracite, bituminous Peay n Rr ene nen ia ae a sheet. Save 2 and more! 


advertise in COAL MINING. | 1. Ghaponl har been named men jaonavane 


-COAL MINING & 2. ore eee es CLAUSEN 


4575 Country Club Drive + Pittsburgh 36, Pa. , former Akron district salesman, wil = 
Serving the coal industry since 1899 1ssume Mr ‘heponis’ former duties as 
ee ee a KEEP YOUR EYES ON SALES 


Use monthly sales graphs that tell 

7 cs you day-by-day how you stand 

Bernard F. Brehl . . former manager of in 5 against quotas, monthly compara- 
tives, etc. Annual sales thermome- 
ters, full color map U.S.A. plus 


New! | > Cott italre bh products department, General Electric C date and space for important meet- 


ings. Full year control pad $3.85. 
THORNTON CO. Dept. IM-9 


\\ @ 4] Pittsfield, Mass., has been named manag 
MTT iT) a f the newly created sales and product 1036 Peachtree Atlanta, Ga. 
e planning unit > ; [oa 
Units Florence S. Lippincott . . formerly in thé the Real Push 


Now Available in | les development program at Aberfoyl Behind Sales! 


Youll tind “‘Smips’’ a powerful 


DIESEL PROGRESS Sn oer ene ee eee oe T oe Sv , medium to reach over 13,000 sheet 
1dvertising manager . 2 metal, ventilation and warm air 


PROGRESS f: pe ere ek 
a) William C. Lee . . has been named assist S ips Magazine 

The Authoritative A int ies manacer, Ié 1cement products 5707 WEST LAKE STREET CHICAGO 44, ILLINOIS 
Magazine of 


Taisen “oo nine 


* Developing Prospect List 


Write, Wire, or Phone for Full Details to H. Douglass Moulton . . f sae - mt oe 


DIESEL PROGRESS egy eg halt BS iDEN a 
fool t eae Vile). Ee ns *¢ ea ae seaiaas my Pa. He ; se 1. Many standard designs available IRATE TNSG 


Los Angeles 46, Calif., BRadshaw 2-6273 with your client's imprint 





Co. 
enor oFvet© 1 LING, ¢ 











orks sales 





Gen. John J. O’Brien who has re- § 2. Special order calculators manufactured for 
; ’ any special industrial purpose 
we ewe 1515 West Pico Boulevard, Los Angeles 15, Calif. 


David E. Feinberg . . former vice-president 


How Advertisers Use Photo- Reports 


wi) tNoestrated booklet desetbes how ind St. Paul, has been el i president. See Market Data Book 

odie gets pictures and reports Plage 17 for infotmation 

or Advertisers and Editors | re 

tit 
Send for free copy Follansbee Metals . . is the new name for | on monthly mar weeee > 
SICKLES the former Follansbee Metal Warehouses, | [AAA \- 

3 re ne tormer roliansbee Metal Warenouses | y ers ré 

Photo-Reporting Service : aa , ak ae vertis 


38 Park Pl., Newark, N. J. 1 division of Froliansbee oleel Tp., Pitts- | - J 
MArket 2-3966 burgh. | Nesearc fu a 
Me ROUTE NO. 2 CHESTERTON, INDIANA 
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*Abernethy Publications 

*Advertisers’ Research Service .. 

*American Aviation 

*American Ceramic Society 

*American Chemical Society, 
The 

*American City, The .... 

*American Engineer 
American Foundryman 
American Institute of Electrical 
Engineers 

American Institute of Mining and 
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*American Machinist 

American Metal Market 

*American Society for Metals, .. 
The 88-89, 130-131 

*American Society of Civil Engi- 
neers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The .. Insert Between 32-33 


133, 188-189 


*Annual Meat Packers Guide .... 48 

*Appliance Manufacturer 4-5 

*Architectural Record 

*A.S.M.E. Mechanical Catalog and 
Directory 

*Associated Construction Sibhisa. | 


*Automatic Control 
Automotive Industries 
*Aviation Age 
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*Banking 
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*Best Company, Inc., Alfred M. . 
Black Diamond 1 
*Blast Furnace and Steel Plant . 
*Bramson Publishing Co. ........ 
*Breskin Publications 
*Building Supply News 
Business Week 
Insert Between 100-101 
*Butane-Propane News 1 
Buyers Purchasing Digest 
Canadian Industrial Equipment 
News 
*Case-Shepperd-Mann Publishing 
Corporation 
*Ceramic Bulletin 
*Chemical & Engineering News . 64 
*Chemical Engineering 56-57 
*Chemical Engineering Catalog .. 61 
*Chemical Engineering Progress. 8 
*Chemical Materials Catalog .... 
Chemical Processing 
*Chemical Week 
*Chicago Thrift-Etching Corp. .. 
*Chilton Publications 
*Civil Engineering 
*Clark-Smith Publishing Co. 
Clausen Photo-Engraving Co. .. 
Coal Mining 
Composite Catalog of Oil Field 
and Pipe Line Equipment, The 153 
*Conover-Mast Corp. ........ Facing 
Page 101, 124-125, 160, 4th Cover 
*Conover-Mast Purchasing 
Directory Facing Page 101 
*Construction 134-135 
*Construction Bulletin . 134-135 
*Construction Digest 134-135 
*Construction News 
Monthly 
*Constructioneer 
*Consulting Engineer 
*Contractors & Engineers 


134-135, 212 
134-135, 175 


*Daily Journal of Commerce .... 207 
Del} Displays. Ine: .. .. 6.66 os ee 194 
Diesel Power 129, 196, 199 

*Diesel Progress 210 


*Dixie Contractor, The 134-135 
*Dodge Corp., F. W. ..... 123, 184-185 
*Electric Light & Power 
Electrical Engineering 203 
Electrical Manufacturing .... 114-115 
Electrical World 46-47 
Electricity on the Farm Maga- 
zine 
Engineering & Mining 
Journal 
Engineering News-Record 
*Factory Management & Main- 
= . 94-95 
54 
195, 196, 207 
20-21 


2nd Cover 


*Food Engineering 
Food Processing 142-143 
Gage Publishing Co. ........ 114-115 

*Gardner Publications 155 
General Exhibits & Displays, Inc. 149 
Gray, Inc., Russell T. 13 

*Gulf Publishing Co. ..... 83, 91, 153 

*Haywood Publishing Co. ...... 52-53 

*Heating & Plumbing Equipment 

News 
*Heating & Ventilating 
*Heating, Piping & Air 
Conditioning 

*Heinn Company, The 

*Hitchcock Publishing Co. 

*Industrial & Engineering Chem- 

istry 

*Industrial Distribution 

*Industrial Equipment News .... 

*Industrial Heating 

*Industrial Laboratories 

*Industrial Maintenance and Plant 

Operation 

*Industrial Press, The 

*Industrial Publications, Inc. 
Industrial Publishing Co., 

The 195, 196, 207 

*Industry and Power 

*Industry and Power Publica- 

tions 16-17, 167 

*Ingenieria Internacional Con- 
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*Ingenieria Internacional Industria 203 

*Institute of Radio Engineers, 

Inc., The 

*Iron Age 

*Iron & Steel Engineer 
Ivel Corporation 

*Jenkins Publications, Inc. 

*Johnson, Inc., Franklin H. . 

Joy Industries 

*Keeney Publishing Co. ........ 10-11 
Kleen-Stik Products, Inc. 

*Machine and Tool Blue Book . 

*Machinery a 

*MacRae’s Blue Book 

*Maintenance Publishing Co. . 
*Marine Engineering 
Marsteller, Gebhardt & Reed, Inc. 

*Materials & Methods 

*McGraw-Hill Digest 

*McGraw-Hill International 
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*McGraw-Hill Publishing Co., Inc. 
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*Mechanical Engineering 
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*Metal Progress 

*Michigan Contractor & 

Builder 

*Mid-West Contractor 

*Mill & Factory 
Mining Engineering 

*Mississippi Valley Contractor 134- 135 

*Modern Machine Shop 

*Modern Packaging 
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National Electrical Contractors 
Ass’n., The a 

*National Petroleum News .... 

*National Provisioner, The 

*New England Construction . .134-135 

Newsweek . 138-139 

Oil and Gas Equipment 27 

Oil and Gas Journal, The 

Panamerican Publishing Co. .... 212 

Penton Publishing Company, 

The 
*Petroleum Engineer, The 
*Petroleurn Processing 

Petroleum Publishing Company, 

Inc. 
*Petroleum Refiner 
*Pipe Line Industry 
*Pit and Quarry ... 
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*Power Engineering 106-107 
*Proceedings of the I.R.E. ...... 97 
*Product Design & Development 38-39 
*Product Engineering 7 
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*Public Works 
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Putman Publishing Co. 

Qualified Contractor 201 
*Railway Age 
*Reinhold Publishing Corp. ...... 

45, 61, 64, 121, 169 

Remington Rand, Inc. 171 

Reply-O-Products Co., The .... 
*Rocky Mountain Construction 134-135 
*Rubber Age 
*Rubber Red Book 

SAE Journal 
— Maintenance and Produc- 


*Saturday Evening Post, The .... 
*School Executive, The .. 133, 188-189 
Sickles Photo-Reporting Service 210 
*Simmons-Boardman 
Corp. 
*Smith, Inc., Harry W. 
*Smith’ Publishing Co., 
Weel oo occas esceeaces 49, 110-111 
*Snips Magazine 
Society of Automotive Engineers, 
The 
*Southern Hospitals 
*Southern Power and Industry .. 
*Southwest Builder & 
Contractor 
*Steel Processing 
*Steel Publications, Inc. 
*Sweet’s Catalog Service 
*Technical Publishing Co. ... 106-107 
*Telephone Engineer Publishing 
Corporation 
*Texas Contractor 
*Textile Industries ... 
*Textile World 
Textiles Panamericanos .... 
*Thomas Publishing Co. ... 
*Thomas Register 
Thornton Co. . 
*Timberman, The .... 
*Tool Engineer, The . 
Insert Between 32-33 
*Transport Topics . 204 
*Transportation Supply News 137 
*United States Envelope Co. .... 186 
*Vance Publishing Corp. .. 198 
Viewlex, Inc. wae SS 
Waldie and Briggs Inc. 206 
*Wall Street Journal 
Warren Company, S. D......... 
*Water and Sewage Works . 
*Western Builder 
Wish 
*Wood and Wood Products 
*World Oil 


“For detailed reference data see The Annual Market Data and Directory Number 





KEY to this 


Reprints of editorial features 
are offered here as a special 
service to IM readers. Please 
send number and name of 
article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 


w Send for available 


reprints 


of Industrial Marketing 


feature articles WT 


CONSTRUCTION NEWS MONTHLY! 
The sales engineer is losing orders, if he doesn't use ads 


Construction is actually booming 2 

in this section (Okla., 54 counties by Bernard Lester, May, 1954. 10c 

in E. Mo., Ark., 39 counties in W. 1238 :«COK 

a hed ’ ‘ ~~ eee es 23 gencies break record in 1953, place 506,777 pages in business papers 
Tenn., Miss., & La.). The EASIEST, April, 1954. 40¢ . . 

QUICKEST and MOST INEX- } : ; 

PENSIVE way to cash in is direct hee ak —o sales, bigger ad budgets in 1954 


— through this publication. a 
, - - | R23 ow to prepare your industrial catalog 
You reach the 7,050 Key construc- by R. A. Falk, fom a series in the September, October, November and December, 1953, 
tion folks who are doiug the job! | issues. 75¢ 
Ln Mg only read this localized Before and after . . what have we learned from Readex? 

trade magazine of what's by Howard G. Sawyer, December, 1953. 50c 
doing in their field but live by it 
with its BIDS WANTED, etc.— 
the lifeblood of the industry! 


* Send for BASIC FACTS, DATA FILE ) Idea book builds : _aee into key line for distributors 
exp ft ated circul November, 1953. 25c 


and eager readership of this 20-year- 
old NEWS-trade magazine. Or ask your 
Advertising Agency. 


Construction 


News Monthly 


Box 2421, LITTLE ROCK, ARKANSAS 


OO RUE ee Teen Ream tS Eee an merece 


Sorry, we can’t handle credit 
orders under $1. We'll be happy 
te bill you for larger sums. 


See Section, ‘‘The Key 
To The Only $40 
BILLION MARKET”, 
Page 177, 1955 Mar- 
ket Data Book. (June 25, 1954) 


To Unlock Its Treasure Chest, Use 
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Best-read ——s a - » photos outpull drawings 
November, 1953. 





How to select media in today’s competitive conditions 
by Harold A. Wilt, October, 1953. 25c 


Forecast 6.9% gain in 1953 for business paper ad volume 
by Angelo Venezian, August, 1953. 50c 


Which ad attracted more readers? 
A selection of Starch scored ads from Industrial Marketing's monthly feature. $1.00 


Sales promotion ideas 
A selection from Industrial Marketing's monthly department. 75c 








IM goes to a trade show . . and learns about exhibiting 
July, 1953. Se 


INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 

approach to textile mills 


You are now entering the industrial merchandising eral 
by G. D. Crain, Jr., May, 1953. 25c 


What 641 leading advertisers spend in business papers 
May, 1953. S0c 


How industrial advertising paid o 
An NIAA study of 17 case ® econo June 1951-Dec. 1952. 50c 


How to know when to use manufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50c 


Eight advertisers tell results from external publications 
by John B. Mannion, July, 1952. 25c 


—e will — to expanded plant capacity? 
by W. A. Marsteller, June, 1952. 25c 


How to live happily with your agency . . and vice versa 
by Howard Sawyer, April, 1952. 25c 


91 companies report . . industrial salesmen earn average $8.000 in ‘51 
by Merle Kingman, Mar., 1952. 25c 


Salaries of industrial ad managers rise in past 11 years. . 
Median industrial advertiser spends $150.000 
by Bob Aitchison, Nov. and Dec., 1951. 25¢ 


Today's cheap advertising dollar . . is it fact or fancy? 
by Borden Putnam, Nov., 1951. 25c 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 


Today's sales incomes can get out of hand . . stop them 
by Birney Miller and B. K. Moffitt, June, 1951. 25c 





Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business . . . more quickly. 


A guide to better publicity 











aiz /Industria Marketing 


by members of the Industrial Publicity Association, New York. 75c 


How industry buys 
by John H. Platten, Oct., 1950. 25c 


How to advertise to business men 
by Howard G. Sawyer. Sesected from a 1949-1950 series of articles. 75c 


How to measure results of industrial advertising 
by William A. Marsteller, Macy, 1949. Z5c 


We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 25c. 


How can I find what type to use? 
by A. Raymond Hopper, April. 1948. 25c 


Market research combats high distribution costs 
by Richard D. Crisp, Feb., 1948. 25c 











a, 
pia Soe i“ | ae 3 
ae) a ha ] 


ever seen «9, K.” written a mile high? 


We know an even bigger O.K. And this one is strictly down-to-earth.. It is written 
by engineers in the big, booming power field ... by the men who make and deliver 
power and thus turn the wheels behind all production. 





Their 9°. K. is the big po | when it comes to buying power series é 


45,000 of "rem subscjibe to POWER ie age This is by far the biggest power-field 
\ audience available, and we can ‘show yo wy it’s the most, a eeren and respon- 
sive audience as well. Is your product getting this big 0.K.? 


—_ 
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IF YOU WANT TO MOVE A PRODUCT, PUT ! POWER BEHIND IT 


A McGRAW-HILL MAGAZINE ABC ABP 





These hands tell an important sales story—of an inquiry that wa 





Mite, 


followed up with sales literature, and led to an order, 


422% more orders from your sales calls 


when advertising gets your literature there first 


Impossible? It takes only a minute to read the whole story. 
According to a national survey by the Sales Executives Club 
of New York, salesmen selling to the industrial market aver- 
age only 9 orders per 100 cold calls . . . but this average jumps 
to 38 orders per 100 calls when the prospect has received and 
studied the company’s catalog or similar sales literature. 
Consider what this means to your company’s sales. If your 
advertising succeeds in drawing inquiries, and if you follow 
up those inquiries, your salesman’s chances of getting an 
order when he makes his call go up 422%! 

Here’s one of many good reasons why more and more adver- 
tisers who sell to the aviation market are turning to Aviation 
Age. For Aviation Age consistently develops more inquiries 
for its advertisers than all other aviation magazines combined! 
Average number—7,500 inquiries per month. 


And these are worth-while inquiries, because Aviation Age’s 
readers are the technical management men throughout avia- 
tion who buy or influence buying. 

Want to know more? Just drop us a line. We’ll be glad of 
the chance to follow up your inquiry with sales literature, 
and a call from one of our representatives. 


The magazine of 
Aviation’s Technical Management 


ONOVER-MAST 
205 EAST 42ND 


NEW YORK 17, N 








